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DEALERS MAKE EXTRA PROFITS 


Throughout the nation dealers are making extra sales 


with eye-catching displays of Hunter Fans, like the one 
pictured above. On hot days these displays make peo- 
ple stop, look . . . and come in to buy a fan. 

It’s particularly good sales strategy to use a window 
display like this to tie-in with your newspaper or radio 
advertising on-fans. Traffic sales always increase. 


Hunter makes it easy for dealers to display and ad- 





vertise their fans. They offer attractive display stands 
for attic and window fans, as shown in the picture 
above. Also, Hunter has a complete series of newspaper 
advertising mats, new catalogs and folders on their 
highest quality line of oscillating, ceiling, belt-driven, 
pedestal, exhaust, attic and window fans. 

Dealers interested in selling Hunter Fans are in- 
vited to write to Hunter Fan & Ventilating Co., Inc., 


392 South Front St., Memphis, Tenn. 








In 1924, Okolite insulation was first used by 
utilities and industrial plants. Since then, Oko- 


lite insulated cables have delivered outstanding 
performance consistently in a wide variety of 


24 YEARS OF SERVICE 
PROVE.... 


exacting services. 


Hundreds of miles of Okolite-insulated cables 
used in high voltage service include insulated 
power cables operating at voltages as high as 
35,000 between phases. 


In addition to high voltage a-c proof tests made 
as a matter of routine, Okolite-insulated cables 
pass d-c proof tests also—tests made at 4 


times the a-c values, 


OHKOLITE wane 


No single part of a cable affects its life more 
certainly than does its insulation. No matter 
how a cable is outwardly protected, trouble can 
develop internally if the insulating medium 
loses stability, deteriorates in electrical values, 
absorbs moisture. 

Not only does Okolite possess stable electrical 
characteristics plus moisture and ozone resis- 
tance but its heat resistance has been firmly 





SUPER VOLTAGE D-C TESTS 
PROVE [oe oe ee | 


established at 75 degrees C. conductor tempera- 
ture under all kinds of service conditions. 

Okonite’s patented strip insulating method 
insures uniform wall thickness — an essential in 
high voltage cables. For details including Okolite 
advantages over lead-covered as well as ordi- 
mnary rubber-insulated cables, write for Bulle- 
tin ES-1035, addressing The Okonite Com- 
pany, Passaic, New Jersey. 






















HIGH VOLTAGE APPLICATIONS 
PROVE.... 
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Available in 2-, 4-, or 8-circuit cabinets, 
the handsome Service Electri-Center is 
ideal for homes, offices. and small plants. 


ee ; | ; 


_f aa 
mee Sg ho 


HE BULLDOG Service Electri-Center, featuring 

Pushmatic, offers ease of installation, versatility 
and adaptability never before obtainable in any 
panelboard. Here’s why— 

More compact than old-fashioned load centers, the 
Service Electri-Center actually contains more wiring 
space! Revolutionary Pushmatic units are responsible 
for this bit of magic. Two-thirds the size of a pack 
of cigarettes, Pushmatic makes the Service Electri- 
Center a wireman’s dream. 

And complicated group mountings are eliminated. 
Each Pushmatiec is an individual single-pole unit, 


NEW BULLDOG 


Service Electri-Center 
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making changes and additions a simple matter. 
BullDog Service Electri-Centers don’t have to be 
hidden away in the basement or other inconspicuous 
and inconvenient places. Beautifully styled, this 
modern panelboard is at home almost anywhere. 
Available in 2-, 4-, and 8-circuit cabinets. the Service 
Electri-Center is the last word in efficiency and pro- 
tection for homes, offices, and small plants. Send the 
coupon today for Pushmatic Bulletin No. 494. It con- 
tains complete information and prices on Service 
ELECTRI-CENTERS and the new Pushmatics. 


(fish 272ALtLC «+. new kind of control and protection 


PUSH—It’s ON! 
puSH—It’s OFF! 


7 revolutionary Pushmatic provides finger-tip control 
and automatic protection against short or overload. A 
simple push of the finger makes or breaks the circuit. 

And if power is broken by short or overload, just push 
and service is restored. No more bothersome resetting by 
hand ...no fuses to worry about. There’s only one oper- 
ation for this unique circuit breaker and that’s PUSH! 

There are four types of Pushmatics: THERMAL ONLY, 
THERMAL-MAGNETIC, or either of these types with 
AMBIENT COMPENSATING FEATURES. All Pushmatics, 
regardless of type or rating, are identical in size and 
contour and are interchangeable. 








Approved by Underwriters’ Laboratories, Pushmatics_ 


are available in ratings of 15, 20, 30, 40, and 50 amperes, 
120 V., 1 pole, or 120-240 V., 2 poles, AC. 
Send the coupon now for more information on why the 
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sensational Pushmatic makes the BullDog Service Electri- 
Center the most modern panelboard available today. 


BULLDOG ELECTRIC PRODUCTS COMPANY 
DETROIT 32, MICHIGAN—FIELD OFFICES IN ALL PRINCIPAL CITIES 
IN CANADA: BULLDOG ELECTRIC PRODUCTS OF CANADA, LTD., TORONTO 


-&) BULLDOG 


HEADQUARTERS FOR ELECTRICAL DISTRIBUTION 











City and State 





ee 7 
; BULLDOG ELECTRIC PRODUCTS CO. 
| Detroit 32, Michigan | 
| Please send me your Bulletin No. 494 giving full information | 
] and prices on your Pushmatic Service ELECTRI-CENTERS. | 
| | 
| Name. | 
Company 
| Street Address. Zone | 
| | 
! | 
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FOR ‘SAFETY'S SAKE ... USE CONDUIT (Full Weight Rigid Steel) 
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~ first, last and always 


For more than thirty-five years 
Youngstown Buckeye Conduit has 
been synonymous with safety. An 
tire generation of contractors has in- 
stalled it when they wanted to mous 
positive, enduring protection for their 
wiring systems. That's why Your 's- 
town Buckeye is..and has been 1 * 
years... the world’s largest selling full- 

weight, standard-threaded, rigid 


steel conduit. 





—— BUCKEYE CONDUIT Pa 
THE YOUNGSTOWN SHEET AND TUBE COMPANY General Offices Youngstown 1, Ohio 


Manufacturers of Carbon, Alloy and Yoloy Steel 
PIPE AND TUBULAR PRODUCTS 


SHEETS - PLATES - WIRE - 





Export Office -500 Fifth Avenue, New York 
- CONDUIT - BARS - 


RODS - COLD FINISHED CARBON AND yUA RO) ae: ) 
ARS - 
ELECTROLYTIC TIN PLATE - COKE TIN PLATE - TIE PLATES AND SPIKES. 
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Famous since 1932... 


B e tte if th a N A ve r To d. ay Time-tested since 1932 undler ail service con- 


ditions, subsequent improvements provide 





additional security in this long-famous net- 


work cable. 
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Tough, easily handled, Type ANW-insulated, neoprene-jack- 
eted cable incorporates six important advantages . . . impor- 
tant to you for underground duct installation. 


1. Better heat and flame resistance — protected by the same 
neoprene jacket as Anaconda mining cables which must and 
do meet the severe flame test of the U.S. Bureau of Mines 


2. Higher resistance to duct acids and alkalies— years of ex- 
perience with Type ANW insulation with only a braid cover- 


A N} a C On da ing showed it to be highly resistant to oils, acids and alkalies 
encountered in soil and sewage waters. NOW it has the addi- 
tional protection of the neoprene jacket which itself has 


shown by test and experience, excellent resistance to these 
Pp 0 A agents of destruction. 
\ 7. 3. Higher operating temperature—now 75 C copper tem- 
perature, continuous duty, 











4. Superior aging—Type ANW insulation has demonstrated 
year after year ... and now even better . . . long-aging char- 
acteristics under severe oxygen bomb and air bomb tests. 


5. Low moisture absorption —Type ANW insulation §has 
always had low moisture absorption ... far less than is 
detrimental to safe operation. 


6. More easily handled — passes 180 degree cold-bend test 
at 0° C without damage to jacket. Cable is lighter, easier to 
pull. No lead to fuse, insulation and jacket do not support 


' { combustion. nits 





NDA ANACONDA WIRE & CABLE COMPANY 


25 Broadway, New York 4, N.Y. 
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you! 


Lowest prices! Fastest installation! Instant delivery! 
|... Now you can assemble in minutes the new, exclusive 
Federal Noark Flexunit Plug-In Distribution Panelboard 


IN THE DISTRIBUTION PANELBOARD FIELD 
the whole picture has been changed by a brand new 
Federal Noark development. Now you can assemble 
Plug-In Distribution Panelboards to your exact require- 
ments — from the wholesalers’ stock of standard parts. 
It takes only minutes . . . slashing installation costs. No 
more waiting for factory assemblies. And what’s more, 
through mass production the Federal Noark Flexunit 
Plug-In Distribution Panelboard sells for less. 

Four standardized surface cabinets in two sizes of 
main lugs (200 and 400 ampere), provide for a maxi- 
mum of: 

* Twenty-four 30 ampere, 8 pole, 230 volt or sixteen 


4 


60 ampere, 3 pole, 230 volt branches in a panelboard 
for 230 volt service. 

* Lesser combinations of 30, 60, 100 ampere, 575 volt 
units; or 30, 60, 100, 200 ampere, 230 volt units may be 
assembled in a Flexunit Plug-In Distribution Panel- 
board. 

* Filler plates to cover unused spaces are available in 
four sizes. 

Start cashing in today on the faster service and lower 
prices offered by Federal Noark Flexunit Plug-In Dis- 
tribution Panelboards. Mail the coupon for complete 
data on this revolutionary new improvement. Federal 
Electric Products Co., 50 Paris St., Newark 5, N. J. 
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Federal Noark chassis has 

three silver-plated copper bus 

bars, of 200 or 400 ampere 
rating, arranged on edge to re- 
ceive the plug-in units. Spacing 
ample for 575 volts! Neutral pro- 
vides for 3 phase, 4 wire; and 
single phase, 3 wire services. 





Here, mounted in the chassis 

are two plug-in Flexunits. Un- 

used space can be covered 
with filler plates giving a dead 
front panel when the panelboard 
is completed. Then-additional 
Flexunits can be added simply, 
easily, as needed. 


The rugged plug-in Flexunits 
? are complete with fusible pull 

switches. They are available 
with twin 30, twin 60, 30-60, twin 
100 and single 200 ampere switches 
for 230 volts A.C. Twin 30, twin 
60, 30-60 and single 100 ampere 
switches for 575 volts A.C. 





available when chassis is 

mounted in the box. At the 
top are the neutral bar and ter- 
minals so that panel can be used 
on the increasingly popular three 
phase, 4 wire service, as well as 
un single phase, 3 wire service. 


- Note the ample gutter space 





Snap! . . . and the Flexunit is 
3 in place. When secured by 

screws, the popular Wurdack 
pull switch units are ready to op- 
erate with a simple pull, turn and 
push. Designed for absolutely pos- 
itive action, they clearly indicate 
“On” and “Off” positions. 











The completed Federal Noark 

Plug-In Distribution Panel- 

board assembled with twin 
30, twin 60 and twin 100 ampere 
fusible Flexunits and narrow filler 
unit at top. Both box and trim are 
code gauge steel, complete with 
standard hardware. 
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All essential elements of the new 
/ Plug-In Distribution Panelboard 

have been proved through years of 
outstanding service. The plug-in stabs 
are a well-known feature of both Fed- 
eral Noark Bus Duct and Control Cen- 
ter plug-in units. The Wurdack pull 
switch units are recognized as stand- 
ard, everywhere! Get the complete 
facts. Mail the coupon, right now! 





installation costs. 

My name............. 
Company name 
Address 

City ie 

Name of our wholesaler 
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Federal Electric Products Company, 

50 Paris Street, Newark 5, New Jersey 

Gentlemen: Please send me full data on the Federal Noark 
Flexunit Plug-In Distribution Panelboard for better service, lower 
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Zone................. state 





| 
pk 
ae 





FEDERAL woarx 


FLEXUNIT PLUG-IN DISTRIBUTION PANELBOARDS 


Complete line of Federal Electric Products includes Motor Controls, Safety Switches, Service Equipment, 
Circuit Breakers, Panelboards, Switchboards, Control Centers, Bus Duct * Sales offices in principal cities, 
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Photo by Ewing Galloway 


Are you letting this power flow over the dam? 


Every year American manufacturers of brand 
name goods back up their products with a pow- 
erful stream of advertising messages. 

This advertising goes into magazines, news- 
papers, outdoor boards, transit space and radio 
and is read and listened to in every city and 
hamlet in the nation . . . creating immeasurable 
buying interests and desires. 

Some retailers are astute enough to harness 
this tremendous power to their own sales turbines 
by letting it be known that the advertised brands 
can be had at their stores. 

But others let this power flow over the dam 
without hitching their turbines to this mighty 
cataract ...and miss a big opportunity. 

They overlook the fact that the brand tide 
is on the rise everywhere and that the unknown 
product is becoming increasingly difficult to sell. 
During the war the American people had sad 
experiences with substitutes. They want no more. 

But in addition to the fact that name products 
by famous makers outsell “unknowns” nine times 
out of ten, brand lines have other healthy effects 


A NON-PROFIT EDUCATIONAL FOUNDATION 


Bint 


on your balance sheet. For example: 


1. Pre-sold by maker’s advertising, well-known brands 
require less sales effort in the store. 


2. Repeat demand levels off inventories and results in 
fewer markdowns. 
3. Manufacturers with investments in public good will 


are quick to make adjustments on unsatisfactory 
goods. 

4. Famous brand names have more compelling display 
value in your windows, and bring people into your 
store. 

5. Because honored brand names enjoy national pres- 
tige they supplement the merit of your own good 
name. 

6. The manufacturer of widely advertised brands is 
equipped to assist you with nationally tested selling 
methods, developed through his nation-wide experi- 
ence in many different localities. 


Why let the store traffic that can be yours go 
down the street to other stores? Why waste the 
business building force of the advertising dy- 
namo? Build a reputation as famous brand head- 
quarters and ride the tide to greater volume. 


UWNMels 


INCORPORATED 


119 WEST S7th STREET, NEW YORK 19, 
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Title 608 Project: Courtesy James G. Ludwig, R. A., Architect, West Chester and Upper Darby, Pa. 
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Architects, builders and electrical contractors are switching SASaTy GUNTGH COMONGED With 
to GENERAL SWITCH equipment because it is: BRANCH-CIRCUIT PANEL—30 Amp, 
3 wire, 2 plug fuse quick-break knife blade switch 


with four plug fuse branch circuits. Bus-bars between 


Available everywhere through leading wholesalers—No lost 
2 switch and fuse block save wiring time. 


' ( labor time waiting for GENERAL equipment to reach the job. 
Economical to install—Takes less time to install because of 
compact open construction, integral internal conductors and 
spacious wiring room. 
Thoroughly dependable— Quality materials, rugged design, 
and rigid factory inspection. 

ERE are three units of GENERAL equipment which have 
been “application engineered” for and are particularly 
' well suited to low-cost housing construction: 


acahana tne 


GENERAL SWITCH 33NP4—Ideal selection where an externally oper- 
ated switch is required in combination with a residence panel at the ; 
point of service entrance. Has the advantage of dead front branch cir- . a 

‘ . ° ao 2 : . . _ P yee 3614—SINGLE PULL OUT SWITCH COMBINED WITH 
cuit fuses yet the entire unit is readily accessible with spacious wiring BRANCH-CIRCUIT PANEL—Available in 30 or 60 Amp 


: room. Also available in raintight construction. with up to 6 branch circuits or in 60 Amp with as 
| many as 12 branch circuits. Surface or flush. 
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GENERAL SWITCH 3614— Where a pull-out switch may be used, this 
equipment offers economy, versatility and compactness. Available for 
flush or surface mounting. Has sub-feed pressure connectors which 
may be used as main lugs, leaving the pull-out switch available for 
range, water heater or other circuit. 

GENERAL SWITCH 33NP and 104— When it is desirable to have the 


branch circuit fuse panel conveniently located remotely from the 
switch, this service entrance switch and plug fuse panel has wide 


see easter 





d acceptance. Residence panel available for flush or surface mounting. 33NP—EXTERNALLY 104—BRANCH-CIRCUIT 
/ ees , ‘ ' OPERATED SAFETY or RESIDENCE PANEL— 
: For availability, economical installation and trouble-free per- SWITCH —5 wire, 2 plug Available up to p2 plug 

. . . Ss ulckK-Dreak nite use circuits. ust sprin 
j formance the switch is to GENERAL. Available everywhere Sede eaineh tan use as catch. Surface or ering 
is exclusively through Wholesalers. —— entrance equip- . 


‘ Se. GENERAL 22%¢ 
aie SWITCH CORP. 


49 ROEBLING STREET, BROOKLYN 11, N. Y.*Sales Offices in every major city 
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...@ great new insulation 
perfected in the 


The Simplex Laboratories have again contributed a remarkable development in the field of 
rubber chemistry. They have perfected a new rubber insulation. It is the only insulation to 
combine high temperature resistance, long life and ozone resistance with extremely high 
electrical stability when exposed to water for extended periods of time. No other insulation 
combines all these four properties in the same remarkable degree possessed by Simplex- 
Anhydrex XX insulation. This insulation is truly a remarkable demonstration of the value 
of the Simplex Research Laboratories as they affect your wire and cable problems. 


Simplex-Anhydrex XX has High Heat Resistance 


This great new insulation has extremely high heat resistance. Simplex guarantees that Sim- 
plex-Anhydrex XX insulation will operate at 176° F. (80° C.)in dry locations up to and in- 
cluding 8,000 volts, and 167° F. (75° C.) under all other conditions of installation and operating 
voltages. This means increased current loads for cables insulated with Simplex-Anhydrex XX 
and less chances of failure at times of inevitable overloads than can be safely expected with 
any other type of high voltage rubber insulation. 


Simplex-Anhydrex XX has Great Ozone Resistance 


Simplex-Anhydrex XX is, to all intents, inert to the action of ozone, oxidizing agents and 
sunlight. An 0.010 to 0.015% concentration of ozone by volume is considered a severe test 
for new, unaged rubber compounds to withstand for only three hours. Yet even after being 
aged in an air oven for 7 days at 250° F., Simplex-Anhydrex XX insulation will withstand 
0.03% concentration for hours and hours. It can safely be said that Simplex-Anhydrex XX 
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: Simplex Laboratories 


insulation is practically invulnerable to the attacks of ozone, sunlight and other oxidizing 
agents. It has, therefore, an extremely long service life. 


Simplex-Anhydrex XX has Remarkable Moisture Resistance 


Any cable which is put underground, either in ducts or otherwise, needs high resistance to 
water absorption. Simplex-Anhydrex XX has this resistance to a truly remarkable degree. 
We will guarantee that the maximum water absorption of Simplex-Anhydrex XX, after the 
severe aging test of 7 days in air oven at 250° F. (121°C.), will not exceed 15 milligrams per 
square inch of exposed surface when immersed in distilled water at 70° C. for 7 days. 


We will gladly send you further information without obligation, of course, if you will send 
your inquiry to the address below. 











WIRES & CABLES 
SIMPLEX WIRE & CABLE CO., 79 SIDNEY ST., CAMBRIDGE 39, MASS. 
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@ 80 million Americans own $48 billion of 
U. S. Savings Bonds. 


@ 20,000 of the nation’s 38,000 firms 
employing 100 or more persons are oper- 
ating Payroll Savings ‘ans. 


e@ 7,500,000 workers are buying an indi- 
vidual average of $20 of Bonds per month. 


@ For the year 1948, sales of Series E Bonds 
exceeded redemptions by $495,148,000. 
The net figure for all Series after redemp- 
tions and maturities was $2,151,140,000. 


What does all this mean to you? Well, 
it means first of all that your Treasury 
Department is successful in its program 
of increasing the nation’s economic 
security by spreading the national debt. 
Secondly it means that most of the nation’s 
business leaders recognize the value of 
the Payroll Savings Plan sufficiently to 
promote it within their companies. 








For example... 


To give you some idea of the Plan’s 
growing popularity: 86,384 employees of 
a prominent electrical manufacturing com- 
pany were investing in Bonds at the rate 
of $30,005,270 as of the end of 1948. This 
is a gain of nearly 100% over 1947, when 
15,000 employees participated in that com- 
pany. The treasurer of a well-known shoe 
company reported that, of his concern’s 
19,060 employees, 9,240 were in the Plan 
and had invested $146,807.32 in Bonds 
via deductions during the preceding month. 


Why promote it? 


We all know how buying Bonds builds 
an individual’s future security. But there 
are company benefits too! Nation-wide 
experience shows that Payroll Savings 
increases each participating employee's 
peace of mind—makes him a more con- 
tented, more productive worker. It re- 
duces absenteeism, lowers accident rates, 
increases output, and improves employee- 
employer relations. 





| be surprised at these figures ! 


It’s easy to boost participation 


I. See that a top management man spon- 
sors the Plan.’ 

2. »ecure the help of the employee 
organizations in promoting it. 


3. Adequately use posters and leaflets 
and run stories and editorials in company 
publications to inform employees of the 
Plan’s benefits to them. 


4. Make a person-to-person canvass, 

once a year, to sign up participants. 
These first four steps should win you 

40-60% participation. Normal employee 

turnover necessitates one more step: 

5. Urge each new employee, at the time 

he is hired, to sign up. 


Nation-wide experience indicates that 
50% of your employees can be persuaded 
to join—without high-pressure selling. 
All the help you need is available from 
your State Director, U. S. Treasury 
Department, Savings Bond Division. 


The Treasury Department acknowledges with appreciatiqn the publication of this message by 
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This is an official U. S. Treasury advertisement prepared under fhe auspices of the Treasury Department and The Advertising Council. 
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in Lighting 
IS HERE 


REG. U.S. PAT OFFICE 


The Custom-Fitting Lighting System 


The new era in commercial lighting is born—with the first ap- 
plication of the modular principle to lighting! Developed by 
MITCHELL, MODULE is the first and only mass produced fluorescent 
‘lighting system that easily and economically achieves the results 
of the finest custom-built installations. MODULE is not merely 
‘“another fixture’. It is the fundamentally different, the truly 
revolutionary new idea in lighting that combines in one single 
system all these unprecedented advantages: 


e@ Makes possible limitless pattern designs 

e@ Custom-fits any room shape or proportions 

e Provides unlimited linear flexibility 

e Mixes many light sources in one uniform system 

e Features equal low brightness throughout 

e Provides harmonious matched appearance throughout 


MITCHELL MANUFACTURING COMPANY 
2525 Clybourn Avenue, Chicago 14, Illinois 


Send full details on MITCHELL MODULE 









Write today for free 20-page 
MODULE brochure which 
gives every detail of this ex- 
citing new lighting develop- Address 
ment. Use coupon at right. 
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A major new source of Cable... 







RIGHT NOW, Kaiser Aluminum Cable and ACSR is being 
delivered to public and private power enterprises —serving 
industry and farms—from coast to coast. Produced at Per- 
manente Metals’ strategically located Newark, Ohio plant — 
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which has an annual capacity of more than 100 million 
pounds—this top-quality electrical conductor is available 
to you in a complete range of standard sizes and standard 
strandings. 


brings more power to America! 
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KAISER ALUMINUM CABLE is tested by the most mod- 
ern equipment in the country, including a new 100,000 
pound, 50-foot tensile machine designed and built especially 
for Permanente Metals. Thus you are assured unsurpassed 


Permanente Metals 


PRODUCER OF 
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quality, at competitive prices. To take advantage of some 
early delivery schedules which are still open, act now. In- 
quire at any Permanente Products’ sales office—in major 
cities from coast to coast. 





Completely Controlled for Quality 


Permanente Metals’ integrated operation 
completely controls the quality of Kaiser 
Aluminum Cable—from the processing of 
bauxite to finished cable. 

Such quality control... plus a record for 
service that is unsurpassed ... explains why 
thousands of manufacturers in many fields 
consistently use Kaiser Aluminum. 














SOLD BY PERMANENTE PRODUCTS COMPANY, KAISER BLDG., OAKLAND 12, CALIFORNIA ... WITH OFFICES IN: 


Atlanta + Boston + Chicago * Cincinnati * Cleveland * Dallas * Denver * Detroit » Houston - Indianapolis * Kansas City * Los Angeles 
Milwaukee * Minneapolis * New York + Oakland + Philadelphia * Portland, Ore. * Seattle Spokane + St.Louis * Wichita 


Also available through General Electric Supply Corporation, Westinghouse Electric Supply Company. and Line Material Company. 
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N OW. eean ALL-NEW Type A Safety Switch 
e for modern high-capacity distribution systems... 


TRUMBULL’S 


Hicu Capacity INtEeRRUPTER 








Unusually high interrupting capacity .. .“circuit-break- 
er” action breaks heavy loads quickly, safely. Extremely 
high momentary current capacity .. . 
short circuits without damage. 30-, 60-, 100-ampere sizes. 
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withstands heavy 


HCI’s “Circuit-Breaker” Action Works 
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1. Switch closed. Spring-loaded sliding 
contact (A) fully inserted between sta- 
tionary contacts. Red indicates current. 





























2. Sliding contact being withdrawn. The 
two arcs repel each other, are drawn 
against grid pins (B) and (C), which break 
and cool them. 


3. Contact fully withdrawn. Trumbull’s 
unique ‘’Circuit-Breaker’ action has ef- 
fectively extinguished the arcs. 








CHECK THESE ADDITIONAL SPACE- 
AVING, TROUBLE-PREVENTING, 
LIFE-LENGTHENING FEATURES 


Center-front operation permits close 
ganging. 

Front fusing allows compact box, yet 
gives ample wiring space. 

No exposed live parts when switch is 
OFF and door is open. 

Handle interlock. 

Clear ON and OFF markings both in- 
side and outside. 

No dead center—roller-cam action (mul- 
tiplying linkage design with powerful 
spring) throws switch to full OFF and ON. 

Poles are self-contained switching units 
for easy replacement. 

Silver-plated current-carrying parts 
prevent oxidation . . . give low-resistance 
contact. 

Insulating parts made of linen mela- 
mene, light, strong, arc-resisting. 

Enclosed operating mechanism (on 60- 
and 100-amp. sizes) prevents wire chafing. 
Interior removable for wiring ease. 

Underwriters’ approval throughout. 


For more information about Trumbull’s 
all-new HCI Safety Switch, write for your 
free copy of Bulletin TEC-10 today. THE 
TRUMBULL ELECTRIC MANUFACTURING 
COMPANY, Plainville, Connecticut. 


Men Who Observe the Best Electrical Practice Make It a Practice to Use 
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TRUMBULL’S TRAINLOAD OF NEW PRODUCTS 
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Seporator Shuttle Enclosure 


for Movable Contacts 


2) SHUTTLE DETAILS—The enclosed shuttle 
contains the U-shaped spring which keeps the auxili- 
ary contacts and main contact roller under pressure 
in “‘on” position. The main contact roller is a heavily 
electro silver-plated round copper rod which presents 
a@ new contact surface at each operation. 
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SHUTTLE MOVEMENT, the still-new but time-tested feature found only in Shutlbrak Switches, 


continues to provide safer, sounder switching for industry. 


It’s an ideal switch for motor control, for service entrance, for any industrial job that de- 
mands safe and dependable switching. And, of course, it is approved by Underwriters’ Laboratories. 


insulation and mechanical 





3 ] KAMKLAMP FUSEHOLDER — For both 
ferrule and knife blade type fuse terminals, the 
@® Kamklamp fuseholder has pressure type contacts to 
reduce heating, and eliminates the need for auxiliary 
means of obtaining pressure between fuse terminals 
and the fuseholder. 





Shutlbrak Switches embody the latest in design and construction... with such features as a | 
barrier between the line and load contacts that resists arcing at all times... quick make and break 4 
connections...and heavily silver-plated copper contacts which actually improve with use. 


Write for Bulletin No. 501 or see your nearest Represent- 
ative (he’s listed in Sweet’s). 4 


Frank eldam Glectric Co. » 74 


ST. LOUIS 13, MISSOURI 


Makers of BUSDUCT * PANELBOARDS © SWITCHBOARDS © SERVICE 
EQUIPMENT © SAFETY SWITCHES © LOAD CENTERS © QUIKHETER 
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TRADE MARK fe) ee ‘i 


LOWER INSTALLATION COST 
Easier, quicker insialiation means lower cost for the 
complete job . .. more sales and greater profits for 
the dealer. The COOLAIR Attic Fan Package is a 


complete home Breeze Conditioning system. 


WIDER RANGE IN SIZES 
You’ll make more sales because there’s a COOLAIR 
Fan for every size and type of home. Choice of 
EIGHT sizes of single and twin package units .. . 
capacities up to 19,300 cubic feet per minute! 


COMPLETELY AUTOMATIC SHUTTER 


Coolair Packages offer greater convenience and 
safety to user. The patented shutter opens and closes 
as fan is turned on and off. Also closes automatically 
in ease of fire! 


CERTIFIED RATINGS 
COOLAIR Home Cooling 
Fans are rated in accord- 
ance with the ASHVE Stand- 
ard Test Code by A and M 
College of Texas. For real 
profits in the fan business, 
see your Coolair Distributor 
or write the Factory. 


AMERICAN COOLAIR corroraTion 
Jacksonville 3, Florida 








Flexible Power 


Industry places high valuation on power 
distribution which permits future expan- 
sion and easy rearrangement of machines. 


[ine POWERING of small industry 
offers a broad and profitable field to 
electrical contractors throughout the 
South. For various and sundry eco- 
nomic and climatic reasons, many 
southern areas may not be adaptable 
to heavy industry, but most communi- 
ties have—or can have—a certain 
amount of light manufacturing. 

Industry, whether heavy or light, 
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requires powering. And that is where 
the electrical contractor enters the 
picture. 

An excellent cxample to prove the 
point is the powering by Whitmore 
Electric, Miami, Fla., of a new mill 
work plant for A. H. Ramsey and 
Sons, Inc., of Miami. 

A jobber of various millwork items 
and other tvpes of building materials, 





by Harrie H. Bierman 


The installation of frequency changers 
in industrial plants is frequently en- 
countered. Here a platform mounted 
frequency changer operates from 60 
eve'e ‘source and delivers power at 
90 eycles. The higher frequency per- 
mits certain meehines and tools to 
operate at a higher speed. 


the Ramsev firm fabricates some kinds 
of millwork in their own plant. The 
self-manufactured items include cer 
tain types of doors, window sash, 
moldings, and more recently, ply- 
wood boats. 

For a number of years, the con 
cern operated a plant of wooden 
frame construction. Recently, due 
to its expanding business and the 
broadening of lines produced, the 
firm built a new, concrete and stec! 
structure on the site of the old plant. 
[ -shaped, the new building contains 
approximately 60,000 square feet of 
manufacturing and storage space. A 
large part of the new plant’s produc- 


The plug-in type of busway shown at 
the upper left of the photo offers in- 
dustry a flexible means of providing 
power. In this instance the machine 
is served by a flexible drop cable. For 
larger motor:, rigid conduit is used. 
Such a system permits addition of new 
machines znd rearrangement of exist- 
ing equipment with a minimum of 
effort. 
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This view of the plug-in duct installation, taken at ceiling level, shows the 

plug-in switch and conduit serving a machine at floor level. The clamps 

attaching the plug-in switch to the duct may be seen. When a rearrange- 

ment of equipment calls for moving this machine, it is only necessary to 

release the clamps and disengage the plug-in switch. With openings available 

every 12 inches on the busway, the switch can be plugged in at practically 
any other point desired. 


tion machinery was transferred from 
the old plant, but some equipment 
items are new. 

Since the plant is a wood-working 
one, its machinery is of wood-working 
tvpe-planers, molders, and 
the like. Some of the older equip- 
ment items were 2-phase. These were 
changed over to 3-phase, since the 
powering of the new plant is 3-phase. 
Whitmore’s recommenda- 
tion, the Ramsey firm decided: to in- 
stall new starters for the greater part 
of the older motors. 


sanders, 

‘ 

-"| 
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The primary current source from 
the utility comes into the plant build- 
ing by way of underground ducts, 
with provision for future powering ex- 
pansion, to a bank of three 100 kva 
transformers. Plant construction in- 
cluded a concrete vault for the in- 
stallation of a transformer bank. The 
utility-supplied current is 13.2 kv, 3- 
phase, delta. This is stepped down, 
for plant use, to a secondary voltagi 
230/115. 

The 115-volt lighting voltage is ob- 
tained from a middle transformer tap 
with a 2-inch by 14-inch bus for the 
lighting neutral. The power load 
from the transformers is brought 
through a 4-inch by “44-inch bus to 
switchboard. 

The machinery load consists of ap- 
proximately 60 woodworking ma- 
chines, arranged on a “production 
line” pattern in two rows, running 
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parallel to the longer dimension of 
the building. The powering current 
for these machines is carried from the 
main switch panel by approximatels 
350 feet of plug-in busway. This was 
installed in two lengthwise runs of 
150 feet and 148 feet, respectively. 
The lengthwise runs are joined by a 


52-foot transverse section. This duct 
was furnished in 10-feet sections, 
which were joined together to make 
runs of the desired lengths. Plug- 
in Openings are provided at intervals 
of approximately 12 inches. 

The duct installed is of 3 separate 
capacities—800, 600 and 400 am- 
The run from the main switch 
panel is of 800 amperes capacity and 
provides for future powering expan- 
sion. The 600-ampere duct powers 
the heavier machine load, while the 
400-ampere duct takes care of the 
lighter machine load. 





peres. 


Each machine has a separate bus 
way plug-in switch of the proper type 
for that machine’s power load and 
starting requirement. Switches, rang 
ing from 30 to 200 amperes capa 
city, are equipped with Fusetrons for 
the better protection of switches and 
motors. 

Connections from the busway to 
each machine are made through the 
employment of + conductor busway 
cables for motors up to and includ 
ing 74% hp. For larger motors, and 
for machines having group drive, con 
nection wiring is enclosed in conduit, 
ranging from 1 inch to 3 inches 
[his is true, also, of wiring to fre 
quency changers, when the latter were 
used to step up frequency from the 
utility’s 60 cycles to a required 120 
or even 180 evcles for higher speed 
machines and tools. 

Through door and window open- 


(Continued on page 52) 





At left, below, is a column type panel controlling light in a limited shop 

area. This type of panel is designed to fit inside an I-beam supporting 

column. Above it is the complicated control equipment for a molder activated 

by six separate motors. At right, J. M. Larkins, Ramsey plant electrician, 

demonstrates how power panel is reactivated after power has been shut 

off by simply pushing the black bunon slightly below and to the left of 
the switch handle. 
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Specific 


Advertising 


by Robert A. Latimer 


ONE OF THE MOST effective ways 
by which the electrical contractor can 
increase his operating revenue is by 
ferreting out specialty services desired 
by homeowners and advertising this 
service specifically. Too often a large 
part of the average contractor’s adver- 
tising budget goes for “institutional” 
tvpe advertisements. A tvpe of adver 
tising that suggests a specific job ot 
service is much more successful in 
bringing in actual inquiries. 

In advertising specific services, of 
course, it is necessary to concentrate 
on a type of. service for which there 
is a considerable demand. For ex- 
ample, Hampton Electric Company, 
3303 S. Kingshighway, of St. Louis, 
realizing that many thousands of St. 
Louis homes have non-automatic gas- 
fired coil-type water heaters, develop 
ed a push button operated electrical 
solenoid that would permit the house- 
wife to turn on the heater without 
walking down the basement stairway. 

Ed Woestendick, head of Hamp- 
ton Electric, developed this idea after 
studying time-consuming operations 
in the average home. One of the 
daily unpleasant tasks frequently en- 
countered, he found, was running 
down into the basement to light the 
gas water heater for bath water, for 
laundering operations. dishwashing, 
etc. “The average housewife who 
does not have an automatic water 
heater makes this trip at least once 
daily.” Mr. Woestendick pointed out. 
“and we felt that any device which 
would save her the trip would find 
ready acceptance.” 

Since that time, Hampton Electric 
Company has run regular display ads, 
in which the firm offers installation 
of a simple gadget which will make 
it possible for the housewife to turn 
on the gas water heater from the kit- 
chen, laundry, bathroom, etc., and 
shut it off again, when the need for 
hot water has elapsed. Display ads 
show a housewife trudging down the 
basement stairs with match in hand 


to light the gas heater, opposed to 
another cut of a neatly-dressed house- 
wife punching a button over the kit- 
chen sink. Captions say “Not this 
way” under the stairway picture, and 
“But this way” under the button 
pressing cut. 

In the center the ad reads “Just 
push a button in kitchen, laundry or 
bath, and get all the hot water vou 
want when you want it—from vour 
present gas water heater. No trouble- 
some stair-climbing. Saves up to 
50% on your gas bill.” 

The solenoid “gadget” may be easi- 
ly installed by any electrician on the 
Hampton Electric Company staff, 
completed, installed and guaranteed 
at $45 with a push button in each of 
the three water-using rooms in the 
home, or at $35 fo: a single push-but- 
ton in the kitchen. This flat rate 
has been possible through simplicity 
of the installation, and the fact that 
most gas water heaters in the St. 
Louis area are of standard size and 
construction, according to Mr. Woe- 
stendick. Extra buttons may be add- 


ed for any room in the house at $5 
each, the ad points out. 

Sales have come rapidly ever since 
the introduction of this novel fea 
ture, according to the Missouri elec 
trical contractor. The device has sold 
most rapidly in the homes of elderly 
people, where a twice-daily trip into 
the basement, over narrow, danger 
ous steps, represents a real hazard. 
Similarly, owners of old homes, who 
are enjoying increased incomes have 
installed the solenoid as part of home 
improvement programs. 

“Over and above actual revenue 
from installations this service has 
proven valuable in creating markets 
for all types of electrical major ap- 
pliances,” it was pointed out. “Fre 
quently, it is possible to convert a 
customer who wants the electric 
actuating device for a gas water heat- 
er coil to purchase a new electric 
water heater, pointing out that sav- 
ings over long periods of time, the 
convenience of plenty of hot water on 
tap at all times, etc., is actually cheap- 
er in the long run. Conversations 
such as this have led to the sale of 
home freezers, refrigerators, radios, 
and even television equipment. By 
and large, running a weekly ad offer 
ing this service has brought us dozens 
of additional new prospects every 7 
days—and by extracting maximum 
advantage and sales from each, has 
helped to maintain volume where it 
has fallen off in other brackets.” 


Another St. Louis contractor, think- 
ing along the same line, has taken 
cognizance of the fact that hundreds 
of homes in his area have electric 
meters and fuse boxes located on kit- 

(Continued on page 50) 
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LET US REMOVE YOUR ELECTRIC METER 


AND FUSES FROM YOUR KITCHEN OR BATHROOM WALL 


We move all fuses to 
the basement and in- 
stall your, electric me- 


BEFORE YOU DECORATE 


FL. 6540, ful 


ter on the outside of 
building. Cost is sure 
prisingly low. Addi- 
fional wiring and out- 
lets instatled. 


Call 











These examples of electri- 
eal contractors advertising 
“specific” services have 
been particularly success- 
in building volume. 
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Management Plus 


Shrewd management and aggressive promotion 
account for this firm’s 800 per cent 


inerease in business volume 


Pine Buiurr, Arkansas, is probably 
‘the only place in the world where you 
can hail a taxi and go to an electrical 
contractor-dealer’s place of business 
free. 

That may be because there is only 
one Pine Bluff, Ark., and in Pine 
Bluff, the Jefferson Electric Com- 


pany. Newspaper ads in March 
startled some of the residents when 
they read that all they need to do to 
shop at the new open-front store of 
the Jefferson Electric Company, 417 


’ Main street, is to call a taxi and 


charge it to the company. 
There are no if’s, and’s or but’s. 





In sole charge of the entire op 
eration and all departments of the 
Jefferson Electric Company is Clar- 
ence E. Jones, president and gen- 
eral manager. Other officials of 
the corporation are inactive in the 
business and consider their partici 
pation as an investment. 

Since Mr. Jones became presi 
dent and general manager, which 
was coincidental with change of 
ownership in 1944, the volume of 
the Jefferson Electric Company has 
increased 200 per cent each year 
or 800 per cent in four years. The 
last year’s volume by the former 
owners in 1943-1944 was $45,000. 
Gross income in 1948 was $383,- 
403. Prospects are good for $500,- 
000 in 1949. 

Not to wonder what experience 
and background Mr. Jones had to 
make it possible to assemble a 





The Man at the Helm 


close-working co-operative organiza 
tion which marked up such an im 
posing sales record, would be to 
admit an inferior bump of curiosity. 

Before being named president of 
Jefferson, Clarence E. Jones spent 
15 years in the operating and sales 
departments of the Arkansas Power 
and Light Company. He has a 
background of engineering educa- 
tionally with a natural bent for 
organization, efficiency, and _sales- 
manship. 

He is a member of the I}luminat- 
ing Engineering Society, Scottish 
Rite Masons, Sahara Shrine Tem 
ple. the Greenhead Hunting and 
Fishing Club, the Razorback and 
Zebra booster clubs, and the 
Chamber of Commerce. He is a 
member of the Lakeside Methodist 
Church, the Men’s Bible Class, and 
the Men of the Church. 
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by L. H. Houck 


They said: ‘“Shop Jefferson Elec- 
tric Company first—we’ll get you 
there. Let vour next trip to town 
be on us.” 

It’s a regular feature. It has no 
time limit. It is available for use for 
all whether they own cars or not and 
it solves the parking problem. 

It would be unfair to say that this 
idea is responsible for the amazing 
success of the Jefferson Electric Com 
pany but the spirit and the progres- 
siveness which prompted the idea is 
the dominating force behind a sales 
record that went from less than $50,- 
000 in 1944 to the $500,000 mark in 
1949. 

This record is also a tribute to 
management and direction in the 
hands of one competent and forward- 
thinking person—Clarence E. Jones, 
president and general manager, who 
has had sole charge and responsibility 
since the expansion began in Octo- 
ber, 1944, for a business normallv do 
ing $15,000 a vear in one line—elec 
tric contracting and motor rebuild- 


ing. 
Company History 


The firm had its beginning 18 
years ago when Clarence Baham 
established the Jefferson Electric Ma 
chinery Company in the basement of 
his home in Pine Bluff. It outgrew 
the basement facilities and moved to 
a location on East 17th Avenue. Only 
motor repair and rewinding was done 
by the firm until 1941 when Mr. 
Baham entered the electrical con- 
struction field and moved to 122 East 
15th Ave. 

On October 22, 1944, Mr. Baham 
sold the business to Clarence E. 
Jones, Parker C. Tucker, J. L. Bodie 
and J. F. Tuohey. These four men 
operated the business as a_partner- 
ship until December, 1946, when 
it was incorporated. Clarence E. 
Jones was elected president and gen- 
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eral manager, Mr. Tucker and Mr. 
Tuohey became vice-presidents, and 
Mr. Bodie became secretary and treas- 
urer, and the four form the board of 
directors. ‘They delegated all the re 
sponsibility and management of the 
business to Mr. Jones. 

Expansion started with a remodel 
ing program and corner stone laying 
for a succession of new departments 

Gross sales in the last vear of own 
ership by Mr. Baham, 1943-44, were 
about $48,000. The fiscal vear starts 
in October and from October, 1944 


to October, 1945 gross sales were 
$58,868; 1945-46, $68,789; 1946-47, 
$306,587: 1947-48, $383,403. Indi 


cations based on the volume from 
October, 1945, until the present time 
show every prospect for $500,000 for 
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_NOW! A New 


Gross resources of the company are 
listed at $181,584, which includes 
$10,000 invested in trucks and cars; 
$6,000 in office furniture and _ fix- 
tures; $11,000 in shop equipment. 

The firm maintains membership in 
the Illuminating Engineers Society, 
the National Electrical Contractors 
Association, the National Retailers 
Association and the National Indus- 
trial Service Association, Inc. Its 
credit department uses Dunn and 
Bradstreet and the Pine Bluff Credit 
Bureau. 

In 1947 the firm opened then 
downtown store for the merchandis 
ing of appliances at +17 Main street, 
and while it is a separate place of 
business, it is connected with the 
15th Avenue store so as to be op 
crated at one plant. 
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Service lo 


Our Customers. 


FREE TRANSPORTATION .. . 
Right to Our Front Door! 





The Home of 





If you don't have a car, or if you have one and are tired 
of trying to find a parking spot near your destination, 
let your next trip to town be on us! Shop our store 
first... we'll get you herel 
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Refrigerators 


nges 
* Automatic Washers 
* Conventional Washers 
Home Freezers 


Disposalls ; 
Ironers 

Electric Sinks 
Complete Kitchens 
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417 Main 


And Say, “Jefferson Electric 
Company, Please!” 


. 
When you arrive at our door, just tell 
the driver to charge it to our account. 
Simple, isn't it? Come in and see us 


Your Electrical, Service Institution - 


44 TAXI 







Providing unexpected service to customers is one of the factors predominant 

in the phenomenal success of the Jefferson Electric Co. Above is the first 

newspaper ad announcing the arrival of a new service to patrons of the 

company. Free transportation is provided to any customer merely by telling 

the taxi driver to charge the trip to Jefferson Electric’s account — as 
simple as that, and what an incentive to shop there! 
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All departments are connected with 
a six-key inter-office communicating 
system and a two line outside with a 
PBX switchboard. 


Operational Details 


This is a good place to report the 
general operational details that affect 
all employees and all departments. 
Later the operational details of each 
department will be given. 

A financial report is prepared each 
month which shows what business 
the firm as a whole is doing, what 
cach department is doing, as well as 
overhead costs, advertising, and sales 
costs. Keeping this report up to date 
gives the management an opportunity 
to keep the business headed into the 
sales wind and avoids spinning in the 
eddies of the business current. 

Of the company’s gross income, 
6 60 per cent is paid to salaried em- 
plovees. Salesmen take an average 
of 7.2 per cent. Salaries have been 
voluntarily increased 206.2 per cent 
sce the business was purchased by 
the present owners. 

Salaried employees 
weeks paid vacation cach vear. <A’l 
salesmen get one week. Salaried em 
ployees ave not docked for time off 
caused bv illness or for anv other justi 
fiable reason. ‘The company 
group and hospitalization insurance 
on all emplovees. 

The management gives a party con 
sisting of a barbecue, dinner or a 
dance to all emplovees twice each 
vear. 

Relations between the employer 
and emplovee are highly pleasant, and 
it is the policv of the company to 
advance men from the ranks to posts 
of importance for which they have 
prepared themselves. The company 
continuously operates training ~ ses 
sions for salesmen, skilled trades and 
in most all phases of the business to 
sive those who are ambitious a 
chance to better their position. 


receive two 


Carries 


No Secrets 


Emplovees are shown the financial 
reports of the company and know 
what progress is being made. Mr. 
Jones calls this a “family-type’’ busi- 
ness because there are no secrets from 
the employees. 

Jeliverv service for all departments 
is a carefully managed 
signed to eliminate extra trips and 


service de- 


at the same time give adequate service 
to the customer. 


Department Organization 
five full 


in operation in 


There are now depart 


ments addition to 


service and repair activities for ap- 
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Qne of the important continu 
ous programs of the Jefferson Elec 
tric Company is to get 50 foot 
candles of light on the desk of 
every school child in Pine Bluff 
They have already reached their 
objective in three schools in the 
area 

Ihe place to start selling school 
lighting, according to C. E. Jones 
president, is at a-PTA meeting. 
Members are interested in light 
that will protect and safeguard the 
eves of their children but often 
need to be convinced that the 
average school lighting is inade 
quate. Jefferson Electric Company 
usually obtains permission to 1 
light one room to give the propet 
lighting and then invite the mem 
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A Worthwhile Project—50 Foot-Candles on Every School Desk 


bers of the PTA to take the read 
ings on the light meter themselves 
in the well lighted room and then 
again in the inadequately lighted 
rooms. 

Principals and teachers often op 
pose modern lighting. One prin 
cipal told Mr. Jones that he had 
got along for 50 years on the light 
they had. Mr. Jones measured this 
light and it amounted to threc¢ 
foot-candles. 

So far the PTA has influenced 
one school board to spend $15, 
000 for modern lighting and in an 
other instance has bought some of 
the lighting with its own money 

The Jefferson Electric Com 
pany’s school lighting program is 
not just a light selling promotion 





but it is actually a long range pio 
gram designed to protect the eves 
of the voung students by furnishing 


the proper amount of shadowless 
non-glare light and also by the 


proper regulation of the outside 
light. Along with the lighting pro 


gram they are making studies of 
conditions under near-perfect light 
ing. 

So far, perfect lighting gives 
such results as better attendancx 
and reduction of absenteeism, mor 
comfort, reduction of fidgeting 
with corresponding increase in in 
terest and concentration on studies 
better lighting 


Thus with comes 


faster learning—an extra dividend 


in a program to save the eves 








pliances. ‘These departments are: 
Electrical Construction and Contract- 
ing; Lighting and Ventilating; Refrig- 
eration, Air Conditioning and Heat- 
ing; Motor Rewinding and Repai 


Shop; and Appliance Merchandising 





Construction Department 


Harold Dunlap, who has been asso- 
ciated with the Jefferson Electric 
Company since 1945, has charge of 
the construction department. This 


department consists of ten men and 
all were personally trained by Mr. 
Jones. These men turn out all types 
of electrical wiring jobs for residen 
tial, industrial and commercial con 
cerns throughout Southeast Arkan- 
sas. ; 
A two-man crew is available 24 
hours a day for maintenance service, 
a service particularly valuable to the 
vast number of cotton oil mills, rice 
dryers, saw mills, gins, paper mills. 
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Southeastern 

largely de- 
of equipment 
and power lines during rush seasons 

This field of work when the com 
pany was purchased by the present 
owners was limited to the confines of 
Pine Bluff. 

During World War II the con 
struction department did the electri- 
cal work for the Pine Bluff Arsenai 
and the Camden Ordinance Works. 


and bag factories in 
Arkansas, whose pvofits 
pend on maintenance 


2 











(Above) Harold Dunlap is head of 
the Air Conditioning Department, 
established in 1946, and one of the 
first important expansions made by 
Jefferson Electric. (Below) C. E. 
Jones, president of Jefferson Elec- 
tric, and Paul Denson, head of the 
dealer assistance program for Ark- 
ansas Power and Light Co., are dis- 
cussing additional ways of promo- 
ting appliance sales through co- 
operation and participation in the 
dealer program set up by the util- 
ity. Behind them is the uncluttered 
shelf display which gives emphasis 
to each appliance by the solid 
white of the wall. 


During 1944 through 1946 it de- 
voted most of its time to government 
work, 

New men in the construction de- 
partment start as apprentices and 
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serve four years as helpers after pass- 
ing an examination which inquires 
into their experience, mechanical in- 
clinations, and education. 

Each job includes a regular rou- 
tine which has proved practical and 
efficient. After plans and blueprints 
of a job have been completed by 
engineers, the drawings are gone over 
carefully for information from which 
to compile work schedules and mate- 
rial lists. 

Throughout the department the 
company code is instilled in the 
minds of all who have a part and that 
code is the simple philosophy that ail 
men want the company to make a 
profit because it means more money 
in their pay envelope. 

In line with this worthwhile theme 
it is a money-saving point that all 
materials for a job are carefully check- 
ed out on the first trip so that return 
trips will be eliminated. 


How Wiring Jobs Are Sold 


The task of selling construction 
and wiring jobs is assigned to one 
man. He calls on commercial and 
industrial customers in the territory 
at least once every three weeks to ob- 
tain information on remodeling and 
building plans, either for the present 
or the future. A file is kept of each 
prospect’s future plans, and he is 
again visited in regard to them. If 
the customer has mentioned a future 
plan to the salesman, these call backs 
will emphasize that the Jefferson 
Electric Company did not forget him. 

Another source of prospects is the 
close co-operation with architects and 
building contractors in the territory 
who are also visited regularly by the 
“Jefferson man.” Jobbers of build- 
ing supplies and machinery equip- 
ment and offices of manufacturers 
agents and salesmen are combed for 
wiring contract prospects. 

Naturally the building permits is- 
sued in the city and other building 
records in the territory are carefully 
checked for leads. When plans and 
specifications are obtained on _ pros- 
pective jobs, Mr. Jones and Mr. Dun- 
lap figure the jobs and make ready 
for their offer or bid. 

While their method of figuring 
jobs may be the same as many other 
electrical contractors, their method 
of preparing the bid is different, dis- 
tinctive, and effective. 

Selling prices for making bids are 
arrived at by taking the manufactui- 
er’s recommended list price and mark 
up to a reasonable profit, using stand- 
ard and well known practices through- 
out. 

However the submitted bid which 
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is mailed to the prospect is both the 
bid and the contract, and if accepted 
it saves time for the company and the 
customer by eliminating the step re- 
quiring the incorporating of the bid 
and conditions into a formal contract 


Lighting and Ventilating 
Department 

This department was established 
in 1946 and was one of the first im- 
portant expansions. Mr. Jones, presi 
dent, had experience in this depart- 
ment while employed by the Arkan 
sas Power and Light Company, ‘and 
Mr. Dunlap, head of the construc 
tion department, was a sales engincet 
for Arkansas Power and Light for 
three vears. He is now in charge of 
lighting and ventilating and manage 
of the wholesale and air conditioning 
departments for Jefferson. 

One of the most important sales 
leverages in selling lighting, accord- 
ing to this company’s experience, is 
by trial installations and by setting a 
lighting example in their own store 
and plant. 

In selling a prospective merchan' 
better lighting they can show him 
what their own lighting system has 
done to increase traffic. The com 
pany’s Main street store is constant 
proof that good lighting pavs. It is 
equipped with colored lighting so 
the color scheme can be changed in 
season and lights are visible through 
the glass-to-floor open front. Gold 
is the color theme for autumn and 
Hallowe’en seasons. red and green for 
the Christmas holidays. 

The Jefferson Electric Compan 
was the second in the nation to main 
tain a 50 foot-candle level in slim-line 
continuous rows for night lighting. 

Trial lighting sold a good job for 
the Arkansas Pallet Corporation and 
performed a good service besides. 
The lighting was increased from three 
foot-candles to fifty. Accidents in 
the plant were decreased some 75 per 
cent by reason of the increased visi 
bility, and production was increased 
15 per cent so that the company not 
only paid for their lighting system 
through savings but made a _ profit 
besides. 

“Light for Sight” selling is carried 
to the PTA, school officials, factory 
heads, merchants and other organiza- 
tions. 

The heavy activity of the lighting 
and ventilating department is an im- 
portant job feeder to the construction 
and contracting department. 


Appliance Department 


Backbone of any merchandising op- 
eration is the sales department. This 
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firm established a sales department 
in 1947 by employing three outside 
salesmen. It now consists of a crew 
of five salesmen and onc trainee. 


Salesmen Start in Service 


The method of triming salesmen 
may have an important bearing on 
the large amount of merchandise 
they move from the store to custom- 
ers’ homes. Salesmen are first hired 
as service men and work one year in 
the repair and service department be- 
fore attaining the status of salesman. 
hey are next given basic training 
by supervised floor selling. The year 
in the service department gives each 
salesman a knowledge of the product’s 
uses and failings better than any oth- 
er way. 

A screening process for future sales- 
men was started long before the 
opening of the retail store with the 
qualifications, education, demeanor 
and ambitions of present employees 
given first consideration. 

As the firm expanded and more 
salesmen were added, FE. E. Tucker 
was promoted to sales manager and 
personnel supervisor of salesmen. 

Mr. Tucker is a native of Pine 
Bluff and a graduate of the Pine 
Bluff high school. He served five 


Pine Bluff beauties posed for 
photographs with Jefferson Elec- 
tric Company merchandise, got 
their pictures in the paper for their 
friends to see, won prizes of all 
kinds including a trip to Holly- 
wood. 

Jefferson Electric Company par 
ticipated in this beauty contest 





years in the U. S. Army in World 
War II and joined the Jefferson Elec- 
tric Company in 1945 as an electri- 
cian’s helper. He later became a 
salesman and was made sales man- 
ager about two years ago. 

Mr. Tucker makes calls with sales 
men on actual prospects for the pur- 
pose of making observations of the 
salesman’s training and methods and 
to make suggestions for improvement. 

Daily efficiency of the sales crew 
is measured by a daily record kept on 
a blackboard which was established 
by Mr. Tucker. Each day’s sales for 
cach salesman are recorded on this 
board for all salesmen and -.employees 
to see. 

He works with the salesmen in the 
field and often helps to complete 
He keeps the prospect cards 
straight to avoid any friction among 
the crew. One of his important du 
ties is to work up various promotional 
schemes for slack seasons. 

At the moment it is the practical 
theory of the sales department that 
sales will get harder to make and cus- 
tomers more scarce, but that this can 
be overcome by making better work- 
men of the salesmen. 

That this theory is working is 
evidenced by the fact that despite a 


sales. 


Promotion Opportunities Are Where You Find Them 


along with many other non-com- 
petitive businesses in Pine Bluff. 
Since the contestants and _ all 
their friends were trying to win by 
getting the most votes, and votes 
were obtainable with merchandise 
purchases, the interest of the Jef 
ferson Electric Company in_ the 
contest resulted in more than $50) 


000 worth of extra appliance busi 


worth an equal amount to the com 
pany. 


drop in store traffic and drop-in 
trade, February sales were increased 
30 per cent over January and the 
March increase was even higher. 
These are sales made on a_buyer’s 
market and represent sales made to 
prospects at home or brought into 
the store by salesmen. 

Sales schools are conducted in the 
store twice weekly and sales meetings 
are held daily. <A feature of the 
school and meetings is the question 
and answer session on material ap- 
pearing in all the electrical magazines, 
including ELectricaL Sourn. 

All trade magazines are first read 
by C. E. Jones, president, and then 
passed to the sales manager with his 
marginal comment on various arti 
cles and advertisements. The sales 
manager follows the same procedure 
and then passes the magazines to the 
sales crew for open meeting discus 
sion. All important articles are dis 
cussed. Later topics in the maga 
zines are assigned to various salesmen 
who are to take the magazines home 
and make a study. To prevent this 
feature from ending there, the sales 
manager later conducts a question 
and answer session on the assigned 
topic. 

What kind of men 


make good 





ness. Mr. Jones estimates that 
the good will and publicity was 


From experience gained in par 
ticipating in this contest, the com 
pany is making plans to hold their 
own beauty contest next year. 
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salesmen? Here are  thumb-nail 
sketches of the members of the Jef 
ferson sales staff: 

Oscar B. DeMaine is a native of 
Pine Bluff and graduated from the 
Pine Bluff high school. He was an 
employee of Jefferson Electric Com 
pany prior to serving three vears in 
the Seabees. Following his discharge 
he returned to Jefferson in May, 
1946, and has now been a salesman 
for 2% years. A proficient service 
man on all appliances, he can talk 
service and quality with the sincerity 
born of first-hand knowledge. 

Arthur Ashcraft was bom in Ri 
son, Ark., 39 vears ago but has spent 
30 years in Pine Bluff. He graduated 
from Pine Bluff high school and has 
been a Jefferson salesman since Sep 
tember, 1947. His specialty is comb 
ing old accounts for new sales and 
getting new prospects from the com 
pany’s satisfied customers. He once 
sold a couple an electric washing ma- 
chine unaware they had neither watei 
or electricity in their home. When 
he learned this he offered to tear up 
the contract, but the customer said: 
“We'll get the lights and water some 
day, and we'll have it paid for by that 
time.” Six months later the predic 
tion came true and the machine was 
delivered. 

Glen Winkle is 25 and a native 
of Nebraska. He is now going 
through his floor training before be- 
coming a salesman. He spent fou 
years in the Navy and entered the 
service of Jefferson by wav of the 
motor shop. 

Hardy C. Kilgore is a native of 
Alabama and a graduate of the Uni 
versity of Alabama. He was former) 
a banker and a cotton broker and be- 
came a member of the sales staff in 
February, 1948. To him selling is 
making lots of sales by making plenty 
of calls. 

Thomas Lacy is 24, a native of 
Boonville, Ark., and graduate of th« 
Boonville high school. He joined the 
sales staff in July, 1948, after the 
regular service training and has a pro- 
found respect for the company’s 
guarantee, its good merchandise, and 
the service furnished the customer. 

Service men and salesmen are sent 
to all manufacturers’ schools and to 
the factories once each vear in order 
that they may be fully informed on 
all matters pertaining to their work. 

Promotion Angles 

Some of the promotional work for 
selling appliances is unique in the 
electrical industry. 

One of these is the “Bride’s Elec- 
trical Instruction Clinic.” A list of 
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all new brides in the company’s ter- 
ritory is carefully kept and at the end 
of each 30-day period an invitation is 
issued to each bride to attend the 
clinic which is held in the Main 
Street Store’s electric kitchen. The 
clinic is designed to help the new 
bride get the most and best use out 
of all her clectrical appliances, from 
the smallest traffic appliance to the 
largest major appliance. 

Another promotional feature of in- 
terest is kitchen and laundry equip- 
ment parties given in the home of a 
prospective customer. She invites her 
friends, and the salesman does the 
entertaining. This promotion has 
produced an imposing record of sales 
and is a good advertising medium for 
the company. 

Home economists play an impor- 
tant part in the smoothly functioning 
sales department. ‘They are present 
to conduct the bride’s clinic and give 
freezer, cooking, washing and _ ironer 
demonstrations. ‘The Jefferson Elec- 
tric Company also invites its custom- 
ers to take advantage of the services 
of the Home Service Adviser of the 
Arkansas Power & Light Company 
when they need instruction or infor- 
mation on a new range, roaster, re- 
frigerator or other electrical appli- 
ance. ‘This is a part of the dealer as 
sistance program of the power com- 
pany. 


Motor Rewinding Shop 


This department has been equip- 
ped with all new machinery to re 
place the shop-made equipment in 
ise When the company purchased the 


business. Howard Westerfield, a 
man of 24 vears experience in the 
business, is in charge, and he has 
seven employees under him whom 
he trained personally. When first 
purchased by the present company, 
this department was equipped to re 
wind motors only up to 50 horse 
power. Now they not only can re 
wind all sizes of motors, but with 
new machinery they can wind coils in 
one-third the time formerly required. 

This department now serves mor 
than 1000 residential customers 
against 100 in 1944, and more than 
800 industrial custome:s against 300 
in 1944. 

Motor shop jobs are obtained by a 
sales engineer who calls on all in 
dustries in the territory using motors. 
A replacement motor service is avail 
able for all who need it so that the 
plant can continue in operation while 
the work on its motor is being done 
in the Jefferson shop. 

Their baking oven, pride and joy of 
the organization, was designed by the 


crew end is believed to be the most 


complete in this part of the state 
The oven has fully automatic temp 
erature regulation, and it can be pr 
set to bake and shut off 

The refrigeration and repair depart 
ments operate in conjunction with 
the appliance store on Main street. 
William Smith heads the appliance 
repair service, and A. J. (Mike) Mi 
chalek heads the refrigeration and ait 
conditioning department. 

Thev also maintain a parts depart- 
ment in which are stocked all types of 
wire, motors, belts, pulleys, brushes 





The company takes advantage of customer interest in new and untried ap- 

pliances by holding demonstrations in the store, such as the one above in 

which a manufacturer’s home economist is demonstrating the use values 
of a home freezer. 
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The inviting open-front style of Jefferson Electric forces added attention 

on the wall display of appliances running the full length of the store, and 

leading the prospect from front to back by the use of familiar appliances 
to those absut which she would like to know more. 


and other items of merchandise. This 
stock is maintained for sale to the 
public as well as a parts depot for 
their own crews and departments. 
Mr. Dunlap also heads this activity. 


Jefferson Advertising 


When the present owners bought 
the establishment there was no regu- 
lar plan of advertising and, in fact, 
no advertising mediums were used. 

One of the first major changes was 
to establish regular schedules to ad- 
vertise all the departments of the 
business. ‘They now make regular use 
of radio, newspaper, and billboard ad 
vertising. Ads are placed in all 
county and high school publications. 
Other advertising media used are di- 
rect mail and theater. 

No opportunities are missed for tie 
ing in the Jefferson Electric Com 
pany’s message with national co-opera 
tive advertising, institutional advertis 
ing, national promotional advertising 
such as adequate wiring and the ad 

ticement of brand products by dis 
tributors. 

One of the important projects un 
de: way this vear, C. E. Jones, presi- 
dent and general manager, said, is 
co-operation and participation in th 
dealer program set up by the Arkansas 
Power & Light Company. 

Paul F. Denson is head of the 
utility’s dealer co-operation program. 
The power company abolished _ its 
merchandising department some time 
ago and set up this plan so that al! 
dealers in the state can be supplied 
with services and helps in sales pro- 
motion of appliances. 


In line with these plans, Jefferson 
Electric Company, along with othe 
dealers in the state, will expend much 
effort in rural communities this vear 
to sell more electrical living to rural 
customers. 

The plan as set up provides for co- 
ordination of sales work of the dealers 
and the power company through the 
efforts of seven dealer representatives; 
company assistance in- recruiting and 
training sales people: use of the 
power company’s field force of 55 
men in selling application of electric 
service. cost of operation or to sell the 
need for additional electric equip- 
ment; increase promotional work in 
rural areas by showing moving pic- 
tures. conducting demonstrations, «se 
of the mass selling technique and the 


af the cammonv’s home service as 
sistance to dealers. 
In the light of the ~rates: mete 


thus far bv the fer-seeing ve-sonnel 
of the Jefferson Electric Comnarv, 
the natural question to come at the 
conclusion is: ‘““What’s next?” 

Future Plans 

Next on the agenda is a buildine 
that will consolidate and house all the 
departments, the addition of a trans- 
former winding department, and the 
opening of a sheet metal and plumb 
‘n? department. 

The plan for the Main street store 
i> for it to remain where it is in the 
center of Pine Bluff’s downtown sec 
tion, and in case you've forgotten, cal! 
a taxi and charge it to the Jefferson 
Electric Company which is what I 
did, and it works! 
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A Job to Remember-- 


J. C. Crane, owner of the White 
Crane Electric Company, Eldon, 
Mo., has two pet aversions and both 
are related. He doesn’t like REA 
jobs and old house wiring jobs be 
cause the job he remembers was an 
REA job on an old farm house miic, 
off the main highway. 

The first surprise was that in bor 
ing holes to run the wire thev dis- 
covered that the neatly weatherboard- 
ed old house had once been a log 
house. The logs were of hardy oak 
and had been laid about the time the 
Indians were looking longingly to 
ward the West. 

Finallv, Crane related, thev got 
most of their holes drilled even 
though some of them were 18 inches 
through, and then started the job of 
weaving the black Romex cable. He 
had one man under the house, and 
Crane was up on the floor trying to 
fish the black Romex up through a 
hole. This was one of those jobs 
where vou have to use a flashlight to 
shine a light down in the hole. 

He saw the Romex all right and 
had hold of it several times with his 
bent wire fishing hook. Then he 
lost sight of it. Diligently using the 
flashlight he got the cable in sight 
again and hooked his wire around it 
to pull it up but it wiggled off. 

This went on for fifteen minutes, 
Crane said, and the cable seemed 
mightv hard to hold. But finally he 
decided that a quick jerk when the 
wire hook and cable were just right 
would be the wav to do the trick. 

At the proper moment he hooked 
the cable and gave a mightv heave 
and the cable came up through the 
hole—but it wasn’t the cable he had 
been fishing for at all—it was a wig- 
gling and very much alive junior 
blacksnake. The snake was mad, too! 

“You can tell the boys that Crane 
don’t mind the sawdust and shavings 
which gets down inside vour shirt on 
an overhead job in an old house; he 
don’t mind the shocking surprise to 
find 18 inches of oak under a thin 
piece of sidine—it’s the infernal lvin’ 
blacksnakes that palm themselves off 
as respectable Romex cable,’ Crane 
said. 








Send in your unusual or 
humorous experiences in 
electrical contracting for 
this “Job to Remember” 
column. Tell it in 400 
words or less if possible. 
$6 will be paid for each 
such experience published. 
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THE INDUSTRIAL PLANT 
tem is the heart of your program to 
sell more power to industrial users. 
Your customers may have in their 
plant the finest  electrically-driven 
production tools and you may have 
the best power system to supply his 
needs—but, unless these two are link- 
ed together by a modern, flexible and 
reliable plant power distribution sys- 
tem, your customer may not be able 
to take full advantage of the power 
vou have available for him, and con 
sequently, because of an inadequatc 
plant power distribution system, you 
may lose revenue. Hence, you should 
be vitally interested in seeing that 
every one of your industrial and com 
mercial customers has modern pow 
er distribution in his plant or build 
ing. 

There has been a trend away from 
the old style system, and a trend to- 
ward load center distribution, and 
this trend will be accelerated. The 
load center distribution system con- 
sists basically of high-voltage distribu 
tion to the load center where power 
is stepped down to utilization voltage 
through small load center unit sub- 
stations. 

The trend will continue toward the 
load center system because it has low 


power sys 


Mr. May is associated with the 
Atlanta office of General Eleciric Co. 
This discussion was presented as part 
of the “More Power to America” pro- 
gram at the Southeastern Industrial 
Power Conference, held in Atlanta on 


May 5, 1949, 


The Trend in 





er first cost than old style large sub 

stations with piece-meal equipment. 

In the case of this 2500-kva plant, 
shown in Fig. 1, the savings are 17 
per cent for a modern load center 
system. Savings run from a few per. 
cent to over 50 per cent—about 15 
per cent being an average. 

Because all live parts are encased 
in grounded metal and non-inflam- 
mable transformers are used, the load 
center system is safer than old style 
open switchgear and oil-filled trans- 
formers in a vault. It offers greater 
flexibility because there are many cir- 
cuit arrangements available which 
have varying degrees of service con- 
tinuity with corresponding variations 
in first cost. There is the lowest 
cost radial system shown at the top 
in Fig. 2, the popular medium-priced 
secondary selective system shown in 
the middle with its dual supply chan- 
nels for greater service reliability, and 
the more costly secondary network 
systems shown at the bottom. 

One of the most important require- 
ments of any plant power system is 
that it is capable of easy low-cost ex- 
pansion to care for future load 
growth. The load center system with 
its building block approach ideally 
meets this requirement as shown in 
First of all, since the sub 
capacity can 


Fig. 3. 


stations are small, new 


by J. P. May 


be added in small blocks to match 
plant growth, thus keeping system in- 
vestment to a minimum. 

Secondly, the new substations can 
be added and connected to an exist 
ing or new high-voltage feeder with- 
out increasing the short-circuit duty 
on any other substation. Hence, ex- 
pansion does not mean costly changes 
in existing equipment, but merely ex- 
tension of the low-cost primary feed 
ers. 

The third factor is that the new 
substations can be added at the spot 
where the load grows, thus bringing 
the power right to where it is going to 
be used. All you do to expand a 
load center system is to extend the 
high-voltage feeders to where the new 
load’ is and add a suitable load cen- 
ter substation right at the load. If 
the proper selection of primary volt 
age has been made and _ primary 
switchgear has been selected with a 
margin for growth, the load center 
system can be expanded almost in 
definitely and at low cost and to meet 
the requirements of any manufactut 
ing process. 

Because in the load center system 
secondary feeders are short, the volt 
age drop is low—usually never morc 
than 3%—whereas in old large sub 
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Fig 1. One of the principal advantages of load center tvpe 
distribution for industrial plants is lower first cost. The 
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old style system at left cost $61,000 in comparison with 
only $50,000 for the load center job at the right. 
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station systems with long low-voltage 
feeders, voltage drops are often 12% 
to 20%, as illustrated in Fig. 4+. Low 
er voltage drop in the load center sys- 
tem means better performance of 
lights, motors, heating devices, and 
all other utilization equipment. 

‘he future will see more flexibility 
built into secondary distribution sys 


tems. Plug-in busway will be used 


more and more to permit merely plug 
ging in a machine tool as you would 
a floor lamp in your home. ‘This 
saves a staggering amount of mone‘ 


in modern productior lines whe7ze 


machines are moved frequently to ob 
tain the most productive factory ar 
: 
rangement. It permits changes to b« 
made quickly. In some cases, com 


plete manufacturing departments arc 
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Fig. 3. Low cost expansion is another advantage of load center distribution. 

The old style system had to be enlarged in steps of considerable capacity at 

a time. With load center distribution, new capacity is added in small in- 
crements as loads require it. 
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Fig. 4. Less voltage drop with better performance of electric equipment is 

a marked advantage of load center distribution. The shorter secondary 

runs used with load center distribution are compared here with the old style 
distribution system. 
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Fig. 2. Load center distribution is 

flexible because it offers several 

different types of circuit arrange- 

ment. Here are three: (top) the 

radial; (center) the secondary 

selective; and (bottom) the second- 
ary network. 


moved from one building to another 
between 5:00 PM Friday and 7:00 
AM Monday 
terference with production. 

Ihere will be an increasing amount 


with practically no in 


of attention given to short-circuit pro 
tection, particularly in secondary cit 
cuits to prevent unnecessary damag¢ 
to electrical equipment as shown here 


and unnecessary production stoppages 


when a short-circuit occurs. Only by 
the use of modern protective equip 
ment which has the ability to open 


the most severe short-circuit can we 
reduce the fatalities and financial loss 
caused by the failure of inadequate 
protective equipment. 

he trend toward the use of high 
er voltage will continue. More and 
more plants are adopting 460-volt 
utilization voltage instead of 230-volt 
systems, because the 460-volt system 
has about 25 to 50 per cent lower 
cost and lower losses and lower volt- 
age in the usual system and greater 
flexibility than 230-volt systems. 
Many plants are actually modernizing 
ind changing from 230-volt to 460- 
volt operations. 

Likewise, in primary systems of in- 
dustrial plants, the trend will con- 
tinue toward 4.16-kv for small and 
medium plants up to about 10,000- 
kva and toward 13.8-kv for larger 
plants above 20,000-kva. These volt 
ages are being adopted in preference 
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Fig. 5. This is a one-line diagram of the modernized plant power system 
discussed in the accompanying text. 


to large 600 or 2400-volt systems fo- 
the medium-size plants and in place 
of 69-kv fo: the larger play's. 

Higher ptimary voltage means low 
cz cost, greater flexibilitv, and greater 
margin for expansion. All the advan- 
tages of higher utilization voltage and 
higher primary voltage may be had in 
the modern plant power system with 
no sacrifice in safety where modern 
metal-enclosed cable, switchgear and 
substations are used, because in such 
a system all live parts are encased in 
grounded metal. 

Power Generation 

There are many industries where 
there is an abundance of low-cost by- 
products fuel available or where there 
are large quantities of process steam 
required. These industries will con- 
tinue to generate some or all of their 
power. However, they will probably 
in the future buy more and more of 
their power from the utility com- 
panies. For most economical opera- 
tion of their plants, they will need 
to operate in pacallel with the utility. 

Many utilities will not permit par- 
allel operation with their systems. 
This policy, because it increases the 
cost of industrials’ power facilities un- 
nece’sarily, will tend to make those 
industries which generate part of 
their power anyway generate it all. 
A progressive policy on the part of 
the utilities which includes promo- 
tion of parallel operation with those 
industrials who can economically gen- 
erate part of their own power will 
lead to an ever-increasing percent- 
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age of purchased power being used. 
One example of the method of sol 
ing problems of parallel operation 
may be of interest. 

A large steel mill operating in pa- 
rallel with a power company was pro 
ducing power swings of several thou- 
sand kva. By the adoption of mod- 
ern load control method, the most 
objectionable parts of the swings were 
taken by the industrial company’s tat- 
bine, thus reducing the swings in the 
power company system to where the 
were no longer objectionable. 


Modernization 


One of the most important phases 
of power distribution in industrial 
plants is modernization. ‘There will 
be an increasing amount of this in the 
future. The time to modernize is 
when there is a plant addition, pro- 
duction line change, etc. Here’s an 
example: 

In a system in a metal working 
factory, the primary voltage supplied 
by the utility was 13.2-kv. The 13.2- 
kv metal-clad switchgear was less than 
ten years old. Utilization voltage was 
460 volts. However, the substations 
tepping down to 460 volts were very 
large, 5000 to 10,000-kva each, had 
inadequate switchgear, and were in 
poor condition. 

The area around the substations 
had become so congested that the old 
oil-filled transformers represented a 
real fire hazard. Voltage drop in the 
system was up to 20 per cent, causing 
many operating difficulties with utili- 
zation equipment, such as failure of 
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fluorescent lamps to light. 

These substations could have been 
replaced at the same location with 
large unit substations of modern con- 
struction. However, such large sub- 
stations are costly and inflexible. A 


review of this system showed two 
things: (1) there were many large 
motors that could better be served 
at 2400 volts instead of 460 volts; 


(2) small substations around the fac 
tory area would cost less than the 
larger substations, improve voltage 
conditions, and allow thou 
sand feet of old secondary feedei 
cable to be sold for scrap, further in 
creasing the savings with the load cen 


several 


ter system. 

After thoroughly studying this sys 
tem problem, the system shown in 
Fig. 5 was recommended. The exist 
ing primary switchgear (top) 
used and new 480-volt load cente1 
substations (left) and new 2400-volt 
master substation (right) were select 
ed. It was adopted because it cot 
about ten per cent less than replacing 
existing substations, and decreased 
voltage drop from 20 to about two 
per cent maximum and provided for 
easy expansion in the future. 

Putting in some substations with 
2400-volt secondaries made it possi 
ble to have the larger motors (above 
200-hp) which were purchased new 
rated 2300 volts instead of 440 volts 
as with the old system. 


Was 


This changeover was made on a 
step-by-step basis, installing a few new 
unit substations each vear. 


Nashville Plans 
Power Structure 


ConstrRucTION on a_ $2,000,000 
office and service center will be begun 
within six months for the Nashville 
Electric Service, the agency that con- 
trols the distribution of power for the 
Nashville area. 

According to Power Board Chair- 
man W. C. Baird, the handsome new 
structure will be located at Church 
Street and 13th Ave., on the west end 
of the Church Street viaduct. The 
Church Street spot was selected as an 
ideal location near the center of the 
Nashville Electric Service area. The 
huilding will front approximately 300 


feet on 13th Street and 200 feet on 
Church St. 

The structure will house office 
space, warehousing, a large garage, 


and shops for repair of electric equip- 
ment. Floor space for display of elec- 
trical appliances will be provided as 
well as a large parking lot for custom- 
ers. 
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Problem No. 801 


Question: What size lampholders 
and receptacles may be used on the 
various branch circuits? 

Answer: Ordinary lampholders may 
be used on 15-ampere circuits; heavy- 
duty lampholders are required for 
20-ampere and larger circuits. Un 
switched, porcelain, medium __ base 
lsmpholders and lampholders — for 
fluorescent lamps may be supplied by 
20-ampere circuits, however, if per- 
manent or fixed units are used. 

Receptacles shall have a rating of 
not less than the load to be served 

80 per cent for household ranges), 
and when the circuit has two or more 
outlets, shall be as follows: 15-amp. 
circuit—not over 15-amp. rating, 20- 
amp. circuit—20 amp. rating, except 
15 amp. receptacles may be used 


for connecting lighting units, in resi- 
dences for small appliance outlets, 
and on 20-ampere lighting circuits; 
30-amp. circuits—20- or 30-amp. rat- 
ing; 50-amp circuits—50 amp. rating. 


Section 2123.—J. D. Brooks. 


Problem No. 802 


Question: How is the load com 
puted on a feeder? 

Answer: ‘The feeder load is the 
sum of all of the branch circuit loads 
computed as set forth in Section 2116. 
The “watts per square foot’ are giv- 
en in a table in Section 2203 for 
gencral lighting. If no load is given 
for the occupancy under considera- 
tion, then “amperes per outlet’ must 
be used. Additional allowances must 
be made if the actual load exceeds 
the minimum unit loads given. Al- 
lowance must be made for small ap- 
»liances in residences, special lighting, 
appliance and motor loads. Recepta- 
cles in dwellings are included in gen- 
cral lighting and small appliance loads. 
In other occupancies an allowance of 
not less than 14% amperes must be 
made for each receptacle. 

Demand factors: The demand fac- 
tors listed after “watts per square 
foot” may be applied to (1) general 
illumination, (2) the 1500 watt small 
appliance load for dwellings, and (3) 
the 14% amperes per receptacle load 
fcr other than dwellings. Range 
loads may be taken at the value list- 


Wy 






ed in Table 29 for dwellings oniy. 


Other range loads should be taken 
as 25 per cent greater than name 
plate rating (where subject to con- 
tinucus use). 

Where the demand factor is 100 
per cent for general illumination, this 
load also is probably subject to con 
tinuous use and therefore should be 
increased by 25 per cent. Show win 
dew loads are taken as not less than 
200 watts per linear foot of window, 
also are probably subject to contin- 
uous use and therefore should be in 
creased by 25 per cent. 

For four or more appliances (fixed) 
on the same feeder with a_ house 
hold range, the additional load is 
taken as 75 per cent of the rating 
of the appliances. ‘The same appli- 
ances in non-dwelling occupancies 
would be considered at 100 per cent, 
and if subject to continuous use, 
would be increased to 125 per cent. 

Motor loads are considered to b< 
100 per’ cent of all motors plus 25 
per cent of the largest in the group. 
Any demand factor, due to intermit- 
tent use, must be by special permis 
sion. Note: Fuse holders may be 
considerably larger due to motor start- 
ing requirements. See Tables 26 & 


a 


For range loads on a three-phase, 
four-wire feeder, divide the ranges in 
to three groups. - Select the larger 
group and look up twice this number 
co: ranges in Table 29. 

Neutral feeder load: The maxi- 
mum load connected between the 
neutral and one feeder leg is consid 
ered. Range loads on the neutral 
are considered to be 70 per cent of 
the loads given in Table 29, for house 
hold ranges only. In the case of a 
five-wire, two-phase system the neu 
tral load may be further reduced by 
allowing 70 ver cent demand on all of 
the neutral load above 200 amperes. 
In the case of a range feeder, this 
means two 30 per cent reductions in 
the load over 200 amperes. 

While a common neutral may be 
used with several feeders (three 3- 
wire or two 4-wire or two 5-wire), 
Section 3018 requires all of the con- 
ductors to be in the same enclosure. 
Note 4 following Tables 1 & 2 re- 
duces the carrying capacity of the 
feeder to 80 per cent for 4, 5, or 6 
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conductors, and to 70 per cent for 1 2 
8, or 9 conductors, thus making 
doubtful advantage to be gained by 
the combination.—J. D. Brooks. 


Problem No. 803 

Oucstion: When must service-en- 
tance cables be protected from injury? 

Answer: Open wires must not be 
run within 8 feet of the ground. 
Service-entrance cables, if liable to 
contact with awnings, shutters, swing 
ing signs, if installed in expos-d 
places in driveways, near coal chutes, 
etc., must be of the protected type 
or be enclosed in conduit. Section 


2324.—J. D. Brooks. 


Problem No. 804 


Question: What spacing of in- 
sulators is required for open serv:ce 
wiring? 

Answer: (1) Exposed to the weath 
er: insulators 9 feet apart, wires 6 
inches apart and 2 inches from the 
surface; or, insulators 15 feet apart, 
wires 12 inches apart and 2 inches 
from the surface, or, for not over 300 
volts, insulators +42 fcet apart, wires 


3 inches apart and 2 inches fom the 
surface. Section 2333. 

2) Not exposed to the weath 
ez: insulators +¥2 feet apart, wire 
22 ‘nches anart and 1 inch from the 
surface. Section 2334. 


(3) Service drop cables run 


along the building: insulators 15 feet 
apart, cable 2 inches above the sur- 
face. 

(+) Service entrance cable run 
along a surface: straps +42 feet apart 
Section 2336.—J. D. Brooks. 

J. D. Brooks. 


Problem No. 805 


Question: When may more than 
one set of service conductors be in 
stalled? 

Answer: (1) For fire pumps, emet 
gency lighting and by special permis 
sion. (2) Where large capacity is r¢ 
quired. (3) Buildings of multiple 
occupancy. (+) Where one class of 
service is in use in a single occupancy 
building and one additional class o! 
service is desired. Section 2301. 


J, D. Brooks. 


Problem No. 806 


Question: What is the smallest 
size service drop permitted from a 
meter pole to a building? 

Answer: No. 10 soft copper or No 
12 if of medium or hard-tlrawn cop 
per.—J. D. Brooks. 
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(Additional items will be found on page 70) 


250—Electrical Apparatus. The Trumbull Electric Mfg. Co., 
Plainville, Conn., has recently issued a condensed general cata- 
log, “Trumbullist”, which gives complete information on electri- 
cal control apparatus. 


251—Infrared Lamps. An 8-page folder, “Drying Problems 
Made Easy’, listing the advantages of the Dritherm Carbon 
Lamps is available from the North American Electric Lamp 
Company, 1041 Tyler St., St. Louis, Mo. This folder includes 
a complete description of how Infrared Radiant Energy with 
Nalco Dritherm Carbon Lamps provides fast, effective heat. 


255—Paragon Timers. A folder of up-to-date bulletins on 
available timers and their prices is offered by the Paragon Elec- 
tric Company Two Rivers, Wisconsin, manufacturers of elec 
trical equipment. Such items as industrial timers, self-lubricat 
ing time switches, and many others are described and illustrated 
in this folder. 


257—Lighting Equipment. This revised 8-page condensed cata- 
log, No. 945, describes the company’s line of engineered light 
ing and control equipment for schools, theaters, hospitals, 
churches, and stores, etc. Specifications, engineering details 
and list prices are included. This catalog is available from 
Hub Electric Co., Department “ES”, 2219 West Grand Ave., 
Chicago 12, Illinois. 


259—Electrical Equipment. The latest edition of the Federa 
log has just been issued by Federal Electric Products Co., 60 
Paris St., Newark 5, N. J. This profusely illustrated catalog 
contains complete details of Federal’s newest me‘or controls. 
safety switches, service equipment, circuit breakers, panelboarcs 
switchboards, and busduct. 


261—Electric Motor Parts. A 112-page illustrated catalog of 
electric motor and controller parts is now available from ‘The 
Reading Electric Company, Inc., 102 Park Row, New York 18, 
N. Y. This bulletin lists everything used by the electric motor 
repair shop. 


262—Fluorescent Lighting. Smithcraft Lighting Division. 
Chelsea 50, Mass., has just issued an interesting series of speci 
fication sheets, each portraying a single Smithcraft fluorescent 
fixture and providing pertinent technical data to assist engi 
neers, jobbers, contractors and purchasing agents. These sheets 
are available upon request. 


264—Time Switch. Sangamo Electric Co., Springfield, IIl., 
offers their 4-page Bulletin 1050 fully describing the new, ex- 
ceptionally small Type S Time Switch. 


274—Electrical Devices. Catalog No. 38, issued by the Effi 
ciency Electric Co., East Palestine, Ohio, contains a listing of 
the electrical devices for conduit, wire, and cable suspension 
manufactured by this company. 


276—Lighting Fixtures. A complete line of decorative resi 
dential lighting fixtures as well as an outstanding commercial 
fluorescent series are described in Catalogs No. 48 (Residential) 
and No. VF-48 (Commercial). Copies may be obtained from 
— C. Virden Co., 5905-6103 Longfellow Ave., Cleveland. 
io. 


280—Electrical Maintenance. Available immediately is a new 
48-page reference and instruction booklet issued by the Ana- 
conda Wire and Cable Co., 25 Broadway, New York 4, N. Y. 
Entitled “Wire Ahead,” this book covers a variety of problems 
encountered in electrical system maintenance. 
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281—Wiring Connectors. A complete new catalog on vari- 
ous new wiring connectors has been issued by the Jasper Black- 
burn Products Corp.,.St. Louis. The catalog also contains 
much detailed information not heretofore available to users. 


282—Cords and Cables. The Simplex Wire & Cable Co., 
has just issued an attractive 68-page catalog giving descriptions 
of the Simplex-Tirex portable cords and cables. Complete in- 
formation on splicing is also included, as well as a_ pictorial 
section on applications. It may be obtained from 79 Sidney 
St., Cambridge 39, Mass. 


284—Electrical Specialties. A catalog, No. 43, showing their 
complete line of p ttre specialties is available from McGill 
Mfg. Co., Inc., Box 650, Valparaiso, Ind. Included is descrip- 
tive data on the many sizes and types of Levolier switches and 
McGill portable and vaporproof lamp guards. 


286—Porcelain Insulators. A loose-leaf catalog of porcelain 
insulators and pole line hardware is available from Illinois Elec- 
tric Porcelain Co., Macomb, Illinois. In addition to the 
pages of product specifications, the catalog contains a special 
section of useful tables. 


287—Condensed Lighting Catalog. This 8-page descriptive 
dulletin issued by Pittsburgh Reflector Co., 450 Oliver Bldg., 
Pittsburgh 22, Pa., describes in detail the most popular items 
in the Pittsburgh line of fluorescent and incandescent lighting 
equipment. Each item is fully illustrated and cataloged, and 
many are accompanied by installation drawings. 


290—Receptacles, Plugs, and Connectors. Russell & Stoll 
Co., Inc., 125 Barclay St., N. Y., has released a bulletin No 
EL-4-46, describing the new Ever-Lok receptacles, plugs anid 
cord connectors for 30 amperes, 440 volts, a-c. Typical uses 
are for heavy duty industrial purposes. 


296—Building Wire. A fully illustrated 48-page booklet call 
ed “Hazard Building Wires” is now available from the Hazard 
Insulated Wire Works Division of The Okonite Co. The ma- 
nual contains complete engineering information on the manv 
types of wire and cable required by the building industry. 
Tables showing dimensions and weights of all cable construc 
tions are included. 


297—Wire and Cable. An illustrated booklet containing de- 
scriptions of thermoplastic building wires, rubber-insulated and 
leaded building wires and cables, Flamenol cords, rubber cords, 
Neoprene cords, and many other items has been published by 
the General Electric Co., Bridgeport 2, Conn. 


335—Louvered Ceilings. Included in this 8-page folder is full 
information, explaining and illustrating the special construction 
and design advantages of the Neo-Ray: louvered ceilings, manu- 
factured by Neo-Ray Products, Inc., 313 East 22nd St., New 
York, N.Y. 


336—Fluorescent Fixtures. Catalog No. 48 illustrates the 
commercial, industrial and residential designs offered by the 
Kayline Co. Featured are troffers, glass and louver type, re- 
cessed incandescent units, and many others. The catalog is 
re from the Kayline Co., 2480 E. 22nd St., Cleveland 
15, Ohio. 


337—Lighting Products. Forty-one pages of description, speci- 
fications, and illustrations of Spero’s five lines of electrical 
products are included in a newly issued catalog. The five lines 
include fluorescent fixtures, reflectors, vapor proof units, flood 
lights, and materials for electrical construction. The booklet 
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is available from the Spero Electric Corp., 18222 Lanken Ave., 
Cleveland 19, Ohio. 


342—Conductor Fittings. A complete catalog, illustrated and 
listing prices, has been issued by Penn-Union Electric Corp., 
Erie, Pa. Described is the company’s complete line, including 
a wide variety of service connectors, terminals, tees, and taps; 
also many other types of conductor fittings. 


352—Zephair Fans. Hunter Fan and Ventilating Co., Inc., 
400 So. Front St., Memphis, Tenn., offers a new 8-page cata- 
log containing detailed information on the Hunter Zephair 
Fans, for home and industry. 


353—Residential Fixtures. Brassner Products, Inc., Dept. ES, 
Port Chester, N. Y., announces the publication of a catalog 
featuring a line of residential indoor and outdoor fixtures. 
The catalog may be obtained by writing to the manufacturer. 


354—Wire and Cable. Rome Cable Corporation, Rome, 
N. Y., has just published a new “Bare and Weatherproof Wire 
and Cable” catalog, No. 22. By word and picture the story 
of Rome wire and cable including specifications and a_ tech- 
nical section, is brought to the reader. 


356—Fluorescent Lamp Ballasts. General Electric’s Specialty 
Transformer and Ballast Divisions, Schenectady 5, N. Y., have 
announced as available a new 20-page illustrated bulletin. The 
bulletin gives complete information on the installation, opera- 
tion and testing of ballasts for fluorescent lamps. Write Gen- 
eral Electric for Bulletin GET-922-B. 


357—Church Lighting. The Edwin F. Guth Co., 2615 
Washington Ave., St. Louis 3, Mo., has released a new catalog 
on Artistic Ecclesiastical Lighting for Churches. ‘This new 
catalog illustrates church lighting equipment and lists com 
plete details. Write the Guth Company for a free copy. 


358—Electric Connectors. General Electric Co., Schenectads 
5, N. Y., has announced a booklet describing a complete new 
line of solderless electric connectors which accommodates a 
wide range of conductor sizes. The new line is completely il 
lustrated and diagrammed. ‘This booklet is available from the 
Apparatus Dept., General Electric, in Schenectady. 


359—Lighting Fixtures. Kayline Co., 2480 E. 22nd St., 
Cleveland 15, Ohio, has made available four new catalogs. 
“Gay and Colorful’ gives the company’s residential lighting 
fixtures; “Kayline Commercial Lighting,’ Catalog 48, illus 
trates fluorescent and incandescent fixtures; “Kayline Troffers”’ 
and “Kayline ‘Sunlite,’’”’ Catalog Supplements Nos. 48A and 
48B, give important data about these series. 


360—Incandescent and Fluorescent Fixtures. Catalog No 
49, “No-Glare Incandescent and Fluorescent Lighting,” has 
been issued by Regent-Savoy Elec. Mfg. Corp., New Rochelle, 
N. Y. Both industrial and residential fixtures are shown. 


361—Air-Cooled Transformer. Bulletin No. 49-ACO is now 
available from Marcus Transformer Co., Inc., 34 Montgomery 
St., Hillside 5, N. J., giving descriptive details on the company’s 
new air-cooled distribution transformer. Designed for indoor 
or outdoor use, the new transformer utilizes heatproof class B 
and C insulation which enables it to withstand overloads and 
eliminates the use of oil or other liquids. 


363—Bustribution Duct. This 23-page bulletin, No. 462, 


issued by Bulldog Electric Products Co., Box 177, Detroit 32, 
Mich., describes in detail the Bulldog Feeder and Plug-In- 
Bustribution Duct for bus duct electrical distribution. The 


bulletin is profusely illustrated. The many drawings included 
show details of the duct, the various fittings, and the hangers 
as well as diagrams of complete systems both of the centralized 
and decentralized system. 


364—Electrical Feedrail. A compilation of recent develop- 
ments in the application of the Electric Feedrail distribution 
system as applied to portable lights and tools, moving test 
lines, cranes, and hoists, and other industrial applications is 
offered in the new 32-page Catalogue No. 20 now available 


from Feedrail Corp., 125 Barclay St., New York 


365—Electrical Apparatus. This 54-page illustrated catalog 
shows electrical solderless terminal lugs, solderless service con- 
nectors, fuse clips, and many other electrical items. Published 
by Ilsco Copper Tube & Products, Inc., Cincinnati 27, Ohio. 


367—Wiring Devices. A 64-page catalogue, No. 49, Wiring 


Devices, and wiring device index and list price sheet describing 
the line of wiring devices manufactured by Pass & Seymour, 
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Inc., Syracuse 9, N. Y. All copy is closely associated with 1l- 
lustrations, and the different types of devices, switches, con- 
venience outlets, sockets, etc., have been grouped to make 
them easy to locate. 


368—Fluorescent Fixtures. A catalog containing full infor 
mation, engineering data, and light ou.put charts tor the com 
plete line of commercial and industrial fluorescent lighting fix 
tures and spots is available from the R. & W. Wiley Co., Buf 
falo, N. Y. 


371—“CSP” Transformers._ Forty pages of facts and figures, 
dates and places on “CSP” transformers in actual use comprise 
the booklet B-4248, “30 Case Histories of “CSP” Perform 
ance,” issued by Westinghouse Electric Corp., P. O. Box 868, 
Pittsburgh 30, Pa. ‘The booklet covers three basic types of case 
histories—lightning protection, thermal protection, and lower 
costs. 


372—Engine Driven Plant. A new catalogue sheet, Form 
1349, “Katolight Gas Engine Driven Plants,” is available from 
the Kato Engineering Co., Mankato, Minn., describing the 
500-watt and 600-watt a.c. plants and illustrating each. 


373—Fluorescent Fixtures. An illustrated folder describing 
Rite-Lite Circline Fixtures is now available from the Standard 
Rite-Lite Co., New Brighton, Pa. Nine Rite-Lite models are 
described. 


375—Code Call Systems. A 6-page bulletin describes means 
of speeding up inter-communication throughout inside or out 
side of premises. Calls are made by a numerical code sounded 
on bells, chimes, horns, or other signaling devices. Bulletin 
No. 8 is available from the Signal Engineering & Mfg. Co., 
154 W. 14th St., New York 11, N. ¥ 


376—Lighting Fixtures. An 8-page bulletin, No. 123, on 
Swivelier Lighting Fixtures, has been announced by Swivelier 
Co., Inc., 30 Irving Pl., New York 3, N. Y. The bulletin is 


well illustrated and describes features of each lamp in detail. 


377—Plugs and Receptacles. Additional loose-leaf sheets for 
insertion in the Pylet Catalogue 1100 are available from the 
Pyle-National Co., Chicago 51, Ill These pages describe a 
wide range of plugs and receptacles for special purposes. 


378—Lightning Protection. Complete with graphs, diagrams. 
and illustrations, “Modern Concepts of Lightning Protection for 
Transmission and Distribution Systems,” by H. M. Towne, i 
available from the Apparatus Dept., General Electric Co 
Schenectady, N. Y. 


379—Switchgear Equipment. A 24-page revised bulletin, 
GET-1293A, “The Purpose and Use of Electrical Diagrams 
Supplied with G. E. Switchgear Equipment,” is available from 
the Apparatus News Bureau, General Electric, Schenectady 3, 
J. Y. The bulletin constitutes a practical guide for those who 
install, operate or maintain switchgear 


385—Electric Control Devices. Ward Leonard Electric Co., 
Mount Vernon, N. Y., has available an indexed loose-leaf note 
book containing general information, price sheets, and descrip 
tions of electric control devices. Convenient tabbed separator 
sheets make it an easy matter to locate data in the various sec 
tions of the book covering resistors, rheostats, relays, d-c con 
trol, a-c control and accessories. 





ELECTRICAL SOUTH, 
806 Peachtree St., NE 
Atlanta 5, Ga. 


August, 1949 


Gentlemen: 


Please send me bulletins indicated below. 


eee NO cues ee ee NOs sic:s.0: 

(Print Plainly) 
Eee fe ne ee en ae ee 
I ics inna kao hoe Wad ake ek eee ees 
sn Sao sco i a ca wren bk iran whan shew or me a 
City & State...... 
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ELECTRICAL BOOKS 





Electrical ‘Transmission of Power 
and Signals, by Edward W. Kimbark. 
John Wiley & Sons, Inc., 440 Fourth 
Ave., New York 16, N. Y. 461 pages, 
illustrated, $6.00. 


Tis 1s the first text-book to apph 
transinission-line theory to all three 
fields of power, telephone, and ultra 
high-frequency transmission. 

Transient phenomena on_ trans 
mission lines are explained in addi 
tion to steady-state phenomena. The 
parameters of transmission lines, in 
cluding simple two-wire lines and 
coaxial cables, multiconductor lines, 
ground-return lines, stranded conduc 
tors, and skin effect, are thorough 
discussed, 

Other important features contain 
ed are transmission-line (hyperbolic 
function) charts; and tables and 
graphs of the characteristics of pow- 
erline conductors, power transmission 
and distribution lines, telephone lines 
ind cables, submarine telegraph ca- 
bles, and radio-frequency lines. 


1949 Heating, Ventilating and Air 
Conditioning Guide, Amcrican So 
ciety of Heating and Ventilating En- 
gineers Guide Publication Commit 
tee, 51 Madison Ave., New York 10, 
N. Y. 1,384 pages, $7.50. 

Tue 1949 eprrion of the Guide 
the most extensive so far, containing 
a 992-page technical data section and 
1 392-page catalog section on the 
latest products of 249 manufacturers. 

A new section on space heaters, 
their design, rating, installation and 
operation, has been added to the 
chapter of Heating Boilers, Furnaces, 
Space Heaters. 

The theory and mathematical 
background for fluid flow computa 
tions in the chapter on Fluid Flow 
have been enlarged, and a section 
has been added on variable flow 
meters. 

9 

Power Capacitors, by R. FE. Mar- 
bury. McGraw-Hill Beok Co., Inc., 
330 W. 42nd St., New York 18, N. 
Y. 205 pages, illustrated, $3.50. 

THIS ENGINEERING book for indus- 
try is devoted to the use of capaci 
tors on power circuits. Tully covered 
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are the fundamental working princi- 
ples of capacitors, the materials use‘ 
in the manufacture of power capaci- 
tors, and the characteristics of the 
completed units. It traces the his- 
torv and development of power ca- 
pacitors and their applications to 
power systems. ‘The basis of rating 
power capacitors and their operating 
limitations are also covered, as are 
tvpes of capacitors commonly manu- 
factured and their respective field: 
of application. Selection and use of 
fuses and breakers to function with 
capacitor units, and the merits of dif 
ferent means of automatically switch 
ing capacitor banks with  referencc 
to system requirements, are discus 
sed. 


Television Antennas, by Donald 
A. Nelson. Howard W. Sams & Co., 
Inc., 955 North Rural St., Indiana- 
1 


nolis 7, Ind. 166 pages, illustrated, 


$1.25. 


THIS BOOK is a practical guide that 
shows what type of television anten 
na to select, how to install it, and 
how to solve troubles. It gives de 
tailed short-cuts that are intended t 
save time and help to increase instal 
lation profits. The Guide contain 
complete design data, manufacturers’ 
specifications of commercial anten 
nas, practical, specific information 
on mounting antennas and running 
transmission lines. 

Discussed in detail are tools and 
supplies essential to the proper han 
dling of television antenna _ installa- 
tion, equipment necessary for out 
fitting a special installation truck, 
and trouble shooting and solving in- 
terference problems. 


Most-Often-Needed 1949 ‘Televis- 
ion Servicing Information, M. N. 
Reitman. Supreme Publications, Chi- 
cago, Ill. 193 pages, illustrated, $3.00. 


THis NEw 1949 television manual 
includes factory data on popular and 
interesting sects of the more impor- 
tant manufacturers. The material in- 
cluded has been selected to give noi 
only specific instructions on the serv- 
ice of receivers covered, but will also 


serve as a course of study in modern 
television. 

Various techniques of servicing arc 
presented under different receive! 
descriptions and the receiver circuits 
incorporated in this manual are so 
varied as to give a complete cross 
section of modern television receivers 
Sets of other makes not included may 
be almost identical to units covered 
by this manual, while identical tun 
ers have been used by several manu 
facturers in a great many models. 

Manufacturers included are Admit 
al, Bendix, Du Mont, Garod, Gen 
cral Electric, Hallicrafters, Magnavox, 
Motorola, Philco, R. C. A. Victor, 
Sentinel, Stewart-Warner, and Zenith 


oO 


Supplement to First Edition of Lin- 
coln’s Industrial-Commercial Electrical 
Reference Book. Electrical Moderni 
zation Bureau, +1 E. 42nd St., New 
York 17, N. Y. 113 pages. 

THE FIRSE EDITION of this book, 
published by the Bureau in 1941, is 
now brought up to date by the 113 
page supplement, which mainly gives 
changes brought about bv revisions 
of the National Electrical Code mad 
in 1947. 

Copies of the supplement are bx 
ing sent free of charge to all registc 
ed owncrs of the book Anv book 
owner not receiving his copy should 
notify the Bureau, giving his correc’ 
address and the number of his book. 

The second edition of Fincoln’ 
Electrical Reference is now in pre 
parat'en, and will be published car! 
in 1950. 


2 


Practical ‘Television Servicing, by 
J. R. Johnson and J. H. Newitt. Mum 
rav Hill Books, Inc., New Yorh 


334 pages, illustrated, $4.00. 


THIs COMPLETE manual on servic 
ing television receivers gives the read 
er knowledge of the fundamentals, 
components, construction, operation, 
ctc., of these receivers, needed as 
groundwork for understanding thei 
differences from radio receivers and 
the special problems of servicing 
them. Then clearly and fully ex 
plained are all steps in trouble shooi 
ing, diagnosing, and remedying tele 
vision receiver troubles. 

Starting with an cxplanation of 
the television process and _ receiver 
fundamentals, the book proceeds t 
give you a full understanding of the 
whole receiver. The r-f amplifier stage 
the mixer, i-f sections, and detectors, 
video amplifiers, cathode ray tubes, 
and synchronizing units are all de- 
scribed in detail. ; 
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INDUSTRY NEWS 





Texas Power & Light 


Names New Officers 


Fottowinc the annual meeting of 
stockholders ‘held recently at the In- 
terurban Bldg., Dallas, Texas, direc- 
tors of the Texas.Power & Light Com- 
pany named John W. Carpenter 
chairman of the board, W. W. Lynch 
president and general manager, and 
Lee E. Cook vice-president and assist- 
ant general manager. 

Mr. Carpenter is now completing 
his thirtieth vear as general managet 
and his twenty-second year as presi 
dent and general manager of the com 
pany. 

Mr. Lynch has been in the service 
of the company for 26 years, has been 
vice-president since 1936, executive 
vice-president since 1947, and a direc 
tor since 1938. He is a native Texan, 
born in Marshall. Following his grad- 
uation from Texas A. & M. College 
in 1922, he spent a year as a student 
engineer with Westinghouse Electric 
& Manufacturing Company at East 
Pittsburgh, Pa., first as sales corres- 
pondent and later as service engineer 
in New York City. In November, 
1923, he entered the employ of Texas 
Power & Light Companv. where he 
served successively as assistant to the 
efficiency engineer, construction sup- 
ervisor, assistant to the superintend- 
ent of transmission and head of the 
distribution department, which _posi- 
tion he held until he was moved to 
the executive department in 1936 and 
elected vice-president. 

Mr. Cook, a native Texan. born at 
Jasper, was graduated from Texas A. 
& M. College in 1920, after which 
he entered the emplov of the engi 
neering department of ‘Texas Power 
& Light Company. He has been 
with the Texas Power & Light Com- 
pany during the entire time. in vari 
ous capacities, except for a few vears 
when he was on successive leaves of 
absence on engineering and executive 
work in connection with electric util 
ity operations in Texas and elsewhere 

Other officers of the company are 
Ted B. Ferguson, vice-president in 
charge of sales and advertising; Ed 
ward T. Keck, vice-president in 
charge of engineering and power; G. 
B. Richardson, vice-president; John 





W. W. Lynch 


C. Young, vice-president; George W 
Beams, J. F. Skelton, and W. B. 
Wright, assistant vice-presidents; 
George R. Marrs, treasurer and assist 
ant secretary; W. G. Burnett, secre- 
tary and assistant treasurer; Frost Jus- 
tiss and O. G. Osburn, assistant secre- 
taries and assistant treasurers; C. S. 
Foster and A. J. Kleinman, assistant 
treasurers; and Eugene S$. Wood, as 
sistant secretary. 

New directors elected are E. L. 
Ashcroft, Jr., Sulphur Springs, and 
Mr. Cook. Directors re-elected are 
Messrs. Carpenter, Lynch, Ferguson, 
Keck, and Young; Nathan Adams, H 
L. Aller, Tyree L. Bell, and H. L. 
Seay, all of Dallas; Stanton Brown, 
Waco; Tom H. DeLay, Tyler; S. G. 
Gernert, Taylor; A. G. Hopkins, Sher 
man; Lewis Johnson, Jacksboro; Thos. 
Johnson, McKinney; Ernest L. Kurth. 
Lukfin; Allin Mitchell, Corsicana; 
Pat M. Neff, Waco; and Maury Rob 


inson, Paris. 


Slimline Lamps 
Available in Quantity 


StimMLINE fluorescent lamps now 
are available in quantity in all sizes 
for the fi-st time, it has been announ 
ced by General Electric’s Lamp De 
partment. 

Placing of slimline lamps in the 
‘free supply” category at this time has 
been due to production at the new 
G-E lamp factorv at Circleville, Ohio, 
which began operations last Decem- 
ber to help meet the demand for this 
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light source, it was said. The lamps 
include the new “Big Inch” lamps as 
well as the “Inch” and “Little Inch” 
types. 

“Big Inch” slimlines are one and 
one-half inches in diameter, eight feet 
long, and consume 75 watts. 

“Inch” fluorescent lamps are one 
inch in diameter, and come in two 
lengths. The 96-inch-long lamps 
consume 34-69 watts, as compared 
with 26-51 watts for the six-foot 
length. The wattage depends on the 
brightness level used, both sizes op- 
erating at three brightness levels, it 
was explained. 

“Little Inch” lamps, three-quarters 
of an inch diameter, include the 27 
51-watt slimlines, whch are 64 inches 
long, and the 18-33-watt size, 42 
inches long. These also operate at 
three levels of brightness. 

G. E. also announced that the 
“Inch” and “Little Inch” lamps are 
available for the first time in all fluo- 
rescent colors. These include the 
“five whites’—4500 white, white, 
warm tint, daylight, and soft white— 
and the saturated colors used for 
decorative purposes, such as blue, 
green, pink, gold, and red. General 
purpose lamps, the “Big Inch’’ slim- 
lines are available in the “five 
whites.” 


Westinghouse Announces 
Executive Changes 


CoMPREHENSIVE executive changes 
have been announced by Gwilvm A. 
Price, president of the Westinghouse 
Electric Corp., Pittsburgh, Pa., which 
have been designed to provide more 
adequately for the firm’s greatly ex- 
panded post-war activities and new 
product lines. 

The changes, made after more than 
six months’ study, provide for: 

1. A more complete top-manage- 
ment staff 

2. Separation of industrial and con 
sumer product responsibilities with 
the appointment of a general manager 
of industrial products and a general 
manager of consumer products 

3. Simplification of organizational 
structure and a realignment of sales 
responsibilities. 

Four major personnel assignments 
were announced involving new or 
substantially altered responsibilities at 
the vice-presidential level. 

Vice-President L. E. Osborne, pri- 
marily an operations official hereto- 
fore, has been assigned staff supervi- 
sion over all the company’s manufac- 
turing activities, including all matters 
of production and industrial relations. 
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Simultaneously he retains operating 
responsibility for five major manufac- 
turing divisions. 

James H. Jewell, recently-elected 
vice-president, takes over staff super- 
vision of all sales and marketing on 
a company-wide basis. 

John K. Hodnette, vice-president 
and head of the Transformer Division 
at Sharon, Pa., has become genera! 
manager of industrial products with 
headquarters at Pittsburgh. Report- 
ing to him will be all operating div- 
isions making industrial goods as well 
as the district sales organizations 
which sell these goods. His successor 
at Sharon has not yet been announ- 
ced. 

John M. Mckibbin, also a recently- 
elected vice-president and former 
head of advertising and sales promo- 
tion, now has been appointed gen- 
eral manager of consumer products 
with responsibility for operation and 
distribution of the Appliance Division 
and the Home Radio Division. Mr. 
Mckibben will make his headquarters 
at Pittsburgh. 

This marks the first time respon- 
sibility for industrial products has 
been separated from consumer prod- 
uct responsibility at top level. Both 
Mr. Hodnette and Mr. McKibbin re- 
port directly to the president. 


“The objectives of these changes 
are primarily to simplify the com 
pany’s organization structure, to pro- 
vide more complete company-wide 
staff assistance to top management 
and to improve the organization of 
the company’s sales activities.” 


Perry-Mann Celebrates 
Golden Anniversary 


Corncipent with the celebration 
of their 50th anniversary as South 
Carolina wholesalers, Perry - Mann 
Electric Company has announced the 
opening of their new office and ware- 
house at 400 Rhett Street in Green- 
ville, S.C. 

William M. Perry founded the 
Perry-Mann Electric Company in 
1899, and the organization began op- 
eration in Columbia in a small repair 
shop and storage space on the 1200 
block of Washington Street where 
the Arcade Building now stands. The 
company grew as the electrical in- 
dustry grew, until they now have 
three large warehouse buildings and 
territory including the whole state of 
South Carolina. The other two build- 
ings are located at 901 Tavlor St., 
Columbia, S. C., and 165 Meeting 
St., Charleston, S. C. 





MAN-MADE LIGHTNING — Noise similar to that caused by fireworks at a 
Fourth of July celebration, resounds through the new G-E High Voltage 
Engineering Laboratory as ares of high-voltage electricity rise 20 feet into 
the air from three revolving electrodes, when a 60-cycle, three-phase electric 
arc is created. The new research laboratory is described as “the world’s 


largest man-made lightning center.” 


The main demonstration hall is 85 


feet high and 165 feet long and houses two impulse generators with peak 
voltage of 7,500,000-volts, used to produce the powerful high-voltage dis- 
discharges. 
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Officers of Perry-Mann are: presi- 
dent, W. L. Perry; vice-president and 
manager of Greenville Branch, Char- 
les Webb; vice-president and man- 
ager of appliance department, R. E. 
Brown; vice-president and manager of 
Charleston Branch, D. A. Amme; 
secretary and credit manager, J. K. 
Nelson; and treasurer, H. G. Brady. 


Tennessee Contractors 


Elect New Officers 


Orricers and directors of the Ten- 
nessee Electrical Contractors Associa- 
tion, elected at their eleventh annual 
meeting in Chattanooga, are as fol- 
lows: 

President, R. M. Murphy, Knox- 
ville; 1st vice-president, Dainey Dead- 
erick, Nashville; 2nd _ vice-president, 
Charles H. Dennis, Memphis; 3rd 
vice-president, Herbert Haile, Chatta- 
nooga; director, Homer Longworth, 
Knoxville; director, L. E. Lawson, 
Chattanooga; director, James N. 
Stansell, Nashville. Philip H. Sweet, 
Chattanooga, was re-elected secretary- 
treasurer. 


Norfolk Generator 
To Double Production 


ANNOUNCEMENT has been made by 
F. Henry Gable, president of the Ga- 
ble Electric Service, Dallas, Texas, 
that his firm is installing a second 
generator which will double the elec- 
tric power production at Norfolk Dam 
on the White River in Northern Ark- 
ansas. . 

The 38,399-kilowatt generator and 
a switching station are being installed 
under a contract with the United 
States Army Engineers’ Dallas office. 
Mr. Gable’s firm won the contract 
on a low bid of $301,930. 


New $12,000,000 
Generating Plant 


Tue NEW $12,000,000 generating 
plant of the Monongahela Power Co., 
located at Willow Island, near Park- 
ersburg, W. Va., was dedicated re- 
cently by the company. A. C. Spurr, 
president of the company, served as 
master of ceremonies at the program, 
which was broadcast over 11 state 
tadio stations. 

Principal speakers included Gover- 
nor Patteson of West Virginia; E. S. 
Thompson of New York, president of 
the West Penn Electric Co., Monon- 
gahela’s parent firm; and R. B. Tay- 
lor, also of New York and a partner in 
the firm of Sanderson & Porter, de- 
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ROEBLING 
“ape mE 


AVE... 


UNDERGROUND INSTALLATION 


Roebling 
y Paper Insulated 


YOU WIN WHEN YOU ABOLISH OVERHEAD LINES 


YOU’VE EVERYTHING TO GAIN 
and nothing to lose (except costly 
maintenance and eyesores) when you 
abolish overhead lines. Today’s best 
practice is to put circuits underground 
. .. and to install Roebling Paper Insu- 
lated Lead Encased Cables for long, 


uninterrupted service at lowest cost. 

Roebling Shielded Type H is out- 
standing for 3-phase grounded neutral 
circuits from 13 to 33 kv. It comes in 
both single and multiple conductor 
construction, in regular and Compack 
strand (round or sector). Conductors 


WRITE OR CALL THE ROEBLING FIELD MAN AT YOUR NEAREST 


ROEBLING OFFICE AND WAREHOUSE 


Atlanta, 934 Avon Ave. & Boston, 51 Sleeper St. & Chicago, 5525 W. Roosevelt Rd. & Cleveland, 701 
St. Clair Ave., N. E. & Denver, 1635 17th St. & Houston, 6216 Navigation Blvd. & Los Angeles, 216 


S. Alameda St. % New York, 19 Rector St. & Philadelphia, 12 S. 12th St. & Pittsburgh, 855 W. North 


Ave. *& Portland, Ore., 1032 N. W. 14th Ave. & San Francisco, 1740 17th St. x Seattle, 900 First Ave. 
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are shielded with metallized paper, 
individually insulated, protected with 
perforated copper shielding tape, and 
then the whole assembly served with a 
bronze binder tape and lead sheathed. 

Your nearest Roebling office and 
sales engineer will be glad to help you 
chogse the right cable for your specific 
service. John A. Roebling’s Sons Com- 
pany, Trenton 2, New Jersey. 


ROEBLING 


vy A CENTURY OF CONFIDENCE xx 
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signers of the 50,000-kilowatt station. 

The Willow Island piant was built 
to meet the growing demand for 
power in the central Ohio Valley area, 
Mr. Spurr stated. 


Buchanan Electric 
Names New President 


AT THE last meeting of the Board 
of Directors, Buchanan Electrical 
Products Corporation elected Arthur 
G. Prangley president of the com- 
pany. 

Mr. Prangley, prior to this appoint- 
ment, has served as executive vice- 
president of the Buchanan Corp., 
which is a partially owned subsidiary 
of the Elastic Stop Nut Corporation 
of America. Mr. Prangley is vice- 
president and secretary of the latter 
company and is a member of the 
boards of both companies. 

Stephen N. Buchanan, who is the 
founder of Buchanan Electrical Prod 
ucts Corp., is continuing as director 
of research and development for that 
company. 

* 


AN ELECTRIC wiring and service 
business is being opened in the Gam- 
ble Store in Elsberry, Mo., by Jack 
L. Buse. Mr. Buse is a licensed and 
bonded electrical contractor who has 
had experiences with electrical wire 
service in the St. Louis and Kansas 
City areas, as well as localities covered 
by the Rural Electrification Admin- 
istration. 

e 


RECENTLY announced are changes 
in the operation of Jules J. Dreyfuss’ 
Sons, factory representatives, 58-68 
N. W. 7th St., Miami 32, Fla. The 
firm has been appointed Southeastern 
representatives for Newart Manufac- 
turing Co., manufacturers of electrical 
switch and outlet boxes; Atlantic 
Conduit Fittings Co., manufacturers 
of a complete line of competitively) 
priced fittings; and for M. Black 





G. E. SERVICE SHOP—Above is an architect’s rendition 
of the modern, single story, brick and glass block build- 
ing which will be erected in Chamblee, Ga., to serve as 
the Service Shop for the G. E. Apparatus Dept. This 
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‘ELECTRICAL DISTRIB UTORS INC 







GROWING WITH JACKSON—Above are the new quarters of Electrical Dis- 

tributors, Inc., of Jackson, Miss., who moved from 740 West Monument 

Street to their larger operation on 1804 North Mills St. This firm formerly 

only specialized in electric motors, but Bamber Cox, vice-president of the 

concern, said “Supplies goes right along with the sale of motors and rotat- 

ing equipment,” so now Electrical Distributors carry a full line of electrical 
supplies for the industrial and contracting trades. 


Manufacturing Co., who manufacture 
a complete line of trouble lamps as 
well as indoor and outdoor display 
lighting equipment. 

Sam Gilden is covering North and 
South Carolina, Georgia, and Eastern 
Tennessee, for the firm, and his head- 
quarters are located in Atlanta. 

a 


A 50-year charter of incorporation 
was granted Beacon Electric Co., con 
tractors, of Houston, Texas, recently. 
Incorporators are John D. Smith, Sau! 
Gross, and Fred H. Wartz. Capita! 
stock was listed at $20,000. 

e 


Autuority has been received from 
the Public Service Commission, Char 
leston, W. Va., for the Appalachian 
Electric Power Company to pay $25,- 
000 for an electrical distribution sys- 
tem serving several Kanawha and 
Fayette county communities. 


I'he system now is owned by East 
ern Gas & Fuel Associates in the min- 
ing town of Whitaker, Greencastle, 
Livingston, and Standard, all in Ka- 
nawha county, and MacDunn, Pow- 
ellton, Columbia, Kimberly, and Elk- 
ridge in Fayette. 

e 


Nashville Sets 
All-Time High 


WHILE MANY appliance dealers are 
wailing over the lack of sales in the 
buver’s market, the dealers of Nash- 
ville set a new all-time monthly record 
for the sale of major electric applian- 
ces in May with a:total of 2,416. This 
topped the previous record of 2,334 
for May, 1948. 

The break-down by appliances in- 
cludes: ranges, 606; water heaters, 
2; refrigerators, 1,241; and home 
freezers, 37. 


°° 
2 


expansion of facilities will cost over $500,000 and will 
more than double present capacity for service and repair 
of motors, generators, transformers, control devices, and 
the assembly of switchgear. 
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Vaportight 


Industrial Lighting 





For use in boiler rooms, powerhouses, shower 
rooms, tunnels, loading docks, building en- 
trances, and all indoor and outdoor locations 
where exposed to moisture and rain, non-ex- 
plosive vapors and gases, or non-combustible 
dusts. 








Vaportight lighting fixtures are available for attaching to several 
round-base Condulets and sheet steel outlet boxes. Crouse-Hinds 
complete Vaportight line includes hand lamps, switches, plug re- 
ceptacles, and other electrical devices. 


Complete listings in Section 25, Condulet Catalog 2500. 





* CONDULET is a coined 
word registered in the U.S. 
Patent Office. It designates 
@ product made only by the 
Crouse-Hinds Company. 





CROUSE-HINDS COMPANY 


Syracuse 1, N. Y. 


Offices: Birmingham — Boston — Buffalo — Chicago — Cincinnati — Cleveland — Dallas — Denver — Detroit 
SOR. ofr cge Houston — Indianapolis — Kansas City—Los Angeles — Milwaukee —Minneapolis—New York 
ts Be Philadelphia — Pittsburgh — Portland, Ore.—San Francisco— Seattle — St. Louis — Washington. 
, Resident Representatives: Albany — Atlanta — Charlotte — New Orleans — Richmond, Va 
CROUSE-HINDS COMPANY OF CANADA, LTD., Main Office and Plant: TORONTO, ONT 
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"SOO transformer years 
of service convince us 
'CSP' is better" 


The record is clear and complete in this case history of the way “CSP”’* transformers 
practically eliminated outages for twelve years. 
The facts are these: 
In 1932, the utility built a line to a neighboring town some 40 miles distant, 
using conventional-type transformers. The next four years were plagued with 


service calls to this line because of both lightning and overload outages. 


In 1936, two “CSP” transformers were installed in an effort to find a way 
to halt the mounting service costs. So successful were these two installations 
that additional “CSP” units have been added each year, until now over 
500 transformer years of service, with only one transformer failure, have 


proved the worth of Westinghouse “Completely Self-Protecting” transformers. 


This much is sure: The dxi/t-in protection of “CSP” transformers reduces outages on 
both lightning and overload. Westinghouse Electric Corporation, P. O. Box 868, 
Pittsburgh 30, Pennsylvania. J-7052 


* Trademark—Reg. U. S. Pat. Off. 


WANT MORE FACTS? Here are 36 pages 
of product information you’ll want to have 
about Completely Self-Protecting trans- 
formers. Covers construction, operation, 
mounting and servicing. Ask for B-4249. 


Call the Westinghouse Salesman 
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NEW PRODUCT NEWS 





Starter Socket 


A new development being offered 
by Lloyd Products Co., 225 Chapman 
St., Providence, R. I., is the No. 450 
remote starter socket equipped with 
Lloyd patented Cam-Loc terminals. 

These terminals can effect a con- 
siderable saving in assembly time, ac- 
cording to the manufacturer, since 
the assembly operator simply inserts 
the stripped wire leads and cioses the 
cam levers which fit flush into the 
molded casing. No screws or tools 
are needed. 


A-C Insulation Tester 

Mopet 2402, a product of Cole 
Instrument Co., 1320 So. Grand Ave.., 
Los Angeles 15, Cal., is a high poten- 
tial A-C Insulation Tester designed 
especially for research, development, 
production, or repair use where var- 
ious voltages up to 2,000 volts are re- 
quired in measuring the breakdown 
voltages. 





The instrument is also used in 
testing the insulation of insulating 
materials, compounds and liquids, and 
of appliances, cable assemblies, con- 
ductors, windings, transformers, mo- 
tors, electrical, electronic, radio, and 
communication parts and compo- 
nents, and other items of reasonably 
low capacitance. 

The Tester is equipped with a di- 
rect reading voltmeter which is con- 
nected directly across the high volt- 
age output and indicates the actual 
voltage applied. In addition, a milli- 
ammeter is provided which indicates 
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the exact point of voltage breakdown 
by an abrupt rise in indicated current. 
The milliammeter also indicates di 
rectly the amount of current flowing 
in the high voltage circuit at all times. 

The instrument is so designed that 
the load is automatically limited 
through its range to within the full 
scale of the milliammeter. ‘The volt 
and milliammeters are provided with 
extra scale range to accommodate va- 
riations in maximum voltage and cur- 
rent due to possible wide variations in 
supply line voltages. 

Current is limited to approximate- 
ly 25 milliamperes. Scale length is 
2.22 inches, and accuracy is 2 per cent 
of full scale value. The Tester is 13 
inches wide, 1134 inches deep, and 
over-all height, including rubber feet, 
is 9 inches. 


Panelboard 


A NEW PANELBOARD designed to 
provide economical group and brancn 
circuit control of lighting distribution 
for stores, garages, and residences has 
just been released to the market by 
The Trumbull Electric Manufactur 
ing Co., Plainville, Conn. 

According to Trumbull engineers, 
this low-cost panelboard has a_ hot 
molded phenolic section containing 
six complete circuits manufactured 
with quality parts generally found 
only on higher priced panelboards. 

The NTPS panelboard was design 
ed to fit standard stud walls without 
projections. Spacious wiring gutters 
and various sized knockouts have 
been provided to permit all kinds of 
wiring arrangements. Parts are silver 
finished to eliminate any possibility 
of contact trouble. NTPS_panel- 
boards are made with 6 and 12 cir- 
cuits and have solderless lugs in 
mains. 

An illustrated Bulletin TF-C-4 may 
be had by writing to The ‘Trumbull 


Electric Manufacturing Company, 
Plainville, Connecticut. 
s 


Residential Fixture 


THE NEW “Kabnit-Lite,” now be- 
ing shown to the trade for the first 
time by the Markstone Manufactur- 


ing Co., Chicago, is a fluorescent 
fixture of modern, functional appear- 
ance specially designed for the illumi- 
nation of kitchen work surfaces, ran- 
ges, sinks, bathroom mirrors and 
home work benches. It is finished in 
white, baked-on enamel with chrome 
trim, and the new fixture harmonizes 
with modern home appliances. 




















Offered in 14-, 15- and 20-watt 
sizes, ““Kabinet-Lite” is a pin-up fix- 
ture that is easily adapted for perma- 
nent hanging. The cord and plug 
are easily removed, and there is a 
knockout in the back of the fixture. 
The model is rectangular in shape, 
and casts well distributed light of 
good working intensity over a large 
area beneath the fixture through its 
non-static plastic shield. 

Complete information on “Kabnit 
Lite” may be obtained by contacting 
Kam Associates at 5225 LaGorce 
Drive, Miami Beach 40, Fla 


Transparent Tarp 


[ELEPHONE and power company 
crews on outside work are finding the 
“Star-Tarp,” a tarp designed especial- 
ly for telephone and power company 
use, a great aid in bad weather, ac- 
cording to the manufacturer, the Plas 
tic Sheeting Co., 1205 S. E. Grand 
Ave., Portland 14, Ore. 





The tarp is fabricated of heavy 
gauge Vinylite plastic, and being 
transparent it permits the worker to 
take advantage of natural daylight, 
yet offers protection from wind, rain, 
snow, or sleet. 
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Once Again 


A NEW WOOD STRAIN 
INSULATOR with 


4-WAY 
ACTION 








Small arrows indicate the 
resultant forces on wood 
member when strain is ap- 
plied. Pressure is inward on 
all four sides of the wood. 
(Patent Pending) 


Direction of pull 
indicated by 
large arrows 


y As tension is applied to the new Hubbard Wood Strain 
Insulator, the interlocking plates start moving forward. As 
they move slightly, the inclined planes under the heads and 
nuts of the assembly bolts cause a simultaneous motion in- 
ward, 90 degrees to the line of pull, and on all four sides of 
the wood member. In older designs the ‘squeeze’ has been 
applied transversely in two opposing directions only, which 
results, under excessive pull, in a crushing and’ flowing "of 
the wood fibres until a limit is reached where the bolts shear 
out of the wood. 

With the Hubbard 4-way design, the “squeeze” is from all four sides. 
There is no relief area into which the wood can “flow.” Consequently, the 
fittings hold to the full strength of the wood member. Tremendous holding 
power has been achieved by this development. Pulled to destruction, no 
fractures have occurred under a fitting but always in the clear part of the 
wood. For the first time, a wood strain insulator is available with perfectly 
designed fittings and at a low cost. 


HUBBARD*"?’ COMPANY 


PITTSBURGH f OAKLAND 
CHICAGO CALIFORNIA 
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The insulating qualities are a de- 
finite advantage as the tarp can be 
thrown over bare telephone wires 
without fear of creating noise or dis- 
turbance for customers being served 
by the wires. 

The tarp can be folded up wet 
without fear of rotting. It is made in 
various sizes and is available for im 
mediate delivery. 


Lampholders 


THE AVAILABILITY of new lamp- 
holders for the T-12 (114-inch) Slim- 
line Fluorescent Lamps has been an- 
nounced by Bryant Electric Co., Box 
D, Barnum Station, Bridgeport 2, 
Conn. 

These compact devices are equip- 
ped with removable brackets which 
permit mounting in any one of four 
positions: with the brackets at the 
front or back and for recessed or sur- 
face mounting. ‘They may also be 
“butt-on” mounted against an end 
plate in which case the bracket is not 
required. 

The lampholders are made of whiic 
bakelite and supplied in matched 
pairs for high and low voltage ends. 


The lamp must be in place in both 
lampholders to complete the high 
voltage circuit. 





Catalog pages giving complete di- 
mensional information will be pro- 
vided on request. 


Cluster-Light 


A VERSATILE new Cluster-Light, 
that can be “tailored” to give any 
installation shadowless and economi- 
cal light, has been introduced by the 
Killark Electric Co., Vandeventer and 
Easton Aves. St. Louis, Mo. 

The new Cluster-Light fixtures 
contain up to six lamps—each lamp 
a separate sealed geam Killark flood 
or spot lighting lamp. Complete 
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about PARAFLEX 


its components: 


600 V 


FOR THE S.Q@.C. IN PARAFLEX 


PARAFLEX is a non-metallic sheathed cable. 
That’s elementary. But to get the real facts 



















let’s break it down into 






PARAFLEX 





OUTER BRAID 


RIP CORD 


Plus Paranite developed moisture resisting, flame 
retarding saturant. 

Plus its careful selection for size to properly fill 
interstices between conductors...cand for adequate 
strength to shear the outer sheath. 





PAPER WRAPPER 


CONDUCTOR BRAID 


Plus careful selection of the quality of the paper, 
which is scientifically treated to resist moisture... 
wrapped at a carefully controlled tension. 

Plus the correct tension at all times, insuring 
adherence between insulation and braid. 





RUBBER INSULATION 


COPPER CONDUCTORS 








Plus continuous laboratory tests of the compound. 


Plus constant analysis of the quality of the 
copper...constant check on gauge. 





it lays flat...Won’t squirm or 
twist...It’s clean to handle... 
It’s plainly marked. IT’S PARAFLEX! 





MREHOUSES® 


Missouri; “Los 
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iF i's PARANITE t's ricuts 


0 Chic 


iND OFFICES: *Atlonto, Go.; Bo : 5 
Angeles, Colif., "Newark, N.J.; Philadelphio, Po.; *Portlond, Oregon; 








setralt Atel 


" fexas; *D c City, 
Colif.; *San Francisco, Calif. 









*St. Louis, Missouri; *San Diego, 


permitted 
with the new fixture, for each separate 
lamp can be used either for flood or 
spot lighting, and can-be adjusted up 
and down or to either side assuring 
exact light for specific lighting needs. 


flexibility of lighting is 


Either 100-300 watt medium base 
lamps, or 300-500 watts mogul base 
lamps can be used with the new 
units. Lock nuts hold the indivi- 
dual lamps in the desired lighting 
positions after easy adjustments have 
been made. 

Sealed beam lamps are used in the 
Killark Cluster-Lights to assure extra 
long service and low maintenance 
costs. Of rustless aluminum they af- 
ford complete protection from dirt 
and moisture. Self-reflecting they eli- 
minate the need for washing and 
painting light reflectors—a disadvan 
tage of obsolete light reflector units. 

Designed to replace island and oth- 
er reflector installations, the new Kil- 
lark Cluster-Lights can be installed 
easily and quickly, without incurring 
extra alteration expense. In most 
cases the actual lighting set-up of the 
old light fixtures can be used. 


Wall Heater 


DEVELOPMENT 
thermostat for the 
Down-Flo Electromode 
manufactured. by the 


of a self-contained 
Bilt-in-W all 
Heater, 
Electromode 


Seer eae 





ii 
Corp., 45 Crouch St., Rochester 3, 
N.*Y., now provides completely auto- 
matic control of room temperature. 


The thermostat dial may be set to any 
desired temperature over an operating 
range of 55 to 85 degrees, and with- 
out further setting, the makers claim, 
it maintains a constant, even room 
temperature by spreading clean, 
warmed air at floor level. 

The Electromode thermostat is 
made up of a heavy duty switch com- 
bined with a sensitive bulb. The 
switch is operated automatically by 
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4 good ways 


to make a ‘sales call 








G-E FILAMENT 
All types and wattages 
for many lighting needs. 


G-E SLIMLINE 
The newest thing in 
fluorescent. Extra long, 
slim, and efficient. 


Pepe irs SRS Wee Ve ne ae 








G-E LAMPS 
GENERAL @@ ELECTRIC 
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VERY customer you call on uses 

lamp bulbs. And General Electric 
lamps are tops in preference with lamp 
users everywhere. So to pick up extra 
sales, just remind customers on every 
call that you carry G-E lamps and 
be sure to ask for the order. Whatever 
lamps they need— popular types like 
these, or lamps for specialized uses — 
General Electric makes ’em all! 





G-E FLUORESCENT 
Now available in five 
shades of white, plus 
standard colors. 





G-E MERCURY 


Gives the most light 
for the money. A con- 
centrated light source. 








EVERYBODY USES LAMPS... 
THE EASIEST TO SELL ARE 














































Sangamo Type T Timers 


_— Type 
T Timers are j 
extremely aT Fe 
attractive in | : 
appearance, Be A 
may be either wy, 
wall or switch 
box mount- 
ed, and are 
fully guar- 
anteed and 
priced right! 
While pri- 
marily de- ’ » 
signed for a 
positive attic 

fan control, these timers are suit- 
able for many other applications. 
Bulletin 1070S tells about them. 








SANGAMO 
TIME CONTROLS 

















Sangamo Type $ Time Switches 


Their high 
quality, small 
size and low 
permit 
the conven- 


fog 


cost 





ience. of auto- 
matic control 
in many new 
Se time switch 
Ne applications. 
{ Make extra 

: ; Jj sales by 
\ Pt, stocking and 
pushing San- 

gamo Type S Time Switches. They 
are available for immediate deliv- 
ery. Bulletin 1053S gives complete 
information. 


t 





The Sangamo Timer is also available 
in a portable “plug-in” type (Type 
TJ), rated at 10 amperes or 14 h.p. at 
120 volts A. C., for temporary appli- 


ance installations. 


Sangamo also offers a new portable 
“plug-in” Time Switch. The Type SJ, 
rated 10 amperes or 4 h.p., at 120 
volts A. C. Just plug it in and it goes 


to work. 
ST4914 


ELECTRIC COMPANY 


SPRINGFIELD, ILLINOIS 
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hydraulic pressure changes in the 
bulb. Ingeniously placed at the bot- 
tom of the heater, the bulb is in- 
fluenced only by changes in room 
temperature. Heat generated within 
the heater itself has absolutely no ef- 
fect upon its operation. Since the 
thermostat is an integral part of the 
heater, no 2xtra wiring or cutting into 
wall space is required for installation. 


G. E. Floodlight 

A NEW FLOODLIGHT with a special- 
ly-designed narrow-beam reflector has 
been announced by General Electric’s 


Lighting and Rectifier Divisions, 
Schenectady 5, N. Y. 





An adaptation of the popular G-E 
L-69, the new floodlight was devel 
oped for use (1) in sport stadiums 
and other locations where it is ne- 
cessary or advisable to place the light 
source more than 150 feet from the 
area to be illuminated, and (2) where 
railroad 
mav be 


long, narrow areas, such as 
yards, must be lighted. It 
ordered from stock. 

Beam angle of the new floodlight 
is 20 degrees vertical and 24 degrees 
horizontal, with a beam efficiency of 
47.5 per cent. Maximum beam can- 
dlepower is more than 400,000. 


Sheathed Cable 


Accorpinc to the manufacturer, 
time required to prepare non-metal- 
lic sheathed cable for stripping is cut 
80 per cent with the improved “Gla- 
zon” ““Triex” cable developed by Tri- 
angle Conduit and Cable Co., Inc, 
1906 Jersey Ave., New Brunswick, 
The new “Triex’” construction eli- 
minates the customary individual 
wrapping over each wire, and instead 
of the 2/64-inch rubber insulation on 
the smaller sizes (14 and 12), 4/64- 


inch thickness of rubber is now ap- 
plied to the tinned copper conduc- 
tors. 

The “Glazon” outer covering uti- 
lizes an inorganic substance derived 
from glass, which cannot burn, rot, or 
corrode, and which is not affected by 
moisture, sunlight, or strong fumes. 

The cable is listed by Underwriters’ 
Laboratories, Inc., for 600-volt serv- 
ice. It is available with two or three 
conductors, solid or stranded, with ot 
without ground wire, in sizes from 
No. 14 through No. 4 

a 


Utility Blower 


Burtt especially for the many 
smaller volume, low pressure uses 
where a generous amount of air is re- 
quired from a small compact unit, 
the single inlet 5-inch Hy-Duty Blow- 
er has just been announced by Sch- 
witzer-Cummins Co., Ventilating Di- 
vision, 1125 Massachusetts Ave., In- 
dianapolis 7, Ind. The blower is di- 
rect connected to a moisture proof, 
115-volt electric motor. 

The standard unit is direct driven 
by a 1/30 h.p. motor, weighs 9 Ibs., 
has bottom horizontal discharge, and 
a collar-adapter, 1 inch wide by 5 
inches in diameter, is attached by 
welding around the inlet opening fo: 
a connection of a duct. 





Because of the many applications 
possible with this 5-inch blower, va- 
riations from the standard such as di- 
rection of rotation, location and angle 
of discharge, belt drive, etc., can be 
had on quantity orders. 

e 


Radiant Heater 


A NEw electrically operated heater 
operating on the radiant heating prin- 
ciple is available from the Continen- 
tal Radiant Glass Heating Corp., 1 
E. 35th St., New York, N. Y. 

In appearance it is a glass panel 
framed in aluminum, to be set in 
the wall or attached to it. Fused in 
the tempered glass are continuous 
aluminum alloy grids with wires at- 
tached, so that when the current is 
turned on, the glass radiates heat. 

This new radiant glass heating pan- 
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el consists of three simple parts: (1) 
The heating element is a plate of tem- 
pered glass 16 inches x 24 inches, 
approximately 1/4-inch thick, into 
which is fused a continuous aluminum 
alloy grid. (2) This glass plate is 
mounted with ceramics in an alumin- 
um reflector plate with an air space 
between it and the glass. (3) This 
unit is mounted in an attractive steel 
frame, with over-all dimensions of 21 
inches x 31 inches, ready for installa- 
tion. The frame is finished with a 
prime coat of paint so that it can be 
repainted to match any interior dec- 
orative scheme. 


Two types of Radiant Glass Heat- 
ing Panels are available: (1) 1,000 
watt, 220 volt, about 4 1/4 ampere 
unit for permanent installation, or (2) 
1,000 watt, 110 volt, about 9 ampere 
unit for auxiliary heating in existing 
buildings. Both operate on a-c or 
d-c. 

* 


EMT Coupling 


THE NEW No. 31] %4-inch EM1 
Coupling, manufactured by ‘Tomic 
Sales and Engineering Co., Dept. 
CEE, 4864 Woodward Ave., Detroit 
1, Mich., is designed to lighten the 
electrician’s task and enable him to 
do a better job at low cost. 





The coupling climinates the need 
of special tools and was designed to 
screw in on straightaway jobs with a 
twist-of-the-wrist and snap in on cor- 
ner jobs. This maintains a vise-like 
fit which will not shake loose and 
provides a smooth interior racewa\ 





GROWING BIG 
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SERVICE STATION @ 
SPORTS ° 
INDUSTRIAL 





REVERE ELECTRIC MFG. CO. i ay 
CATALOG ] 
6005 Broadway Chicago 40, Ill. £9 ; 


POPULAR / 
PROMOTABLE/ 
PROFITABLE / 





AIRPORT °¢ 
MARINE and 


LIGHTING EQUIPMENT 


New Rear Service 


Flood for long range 


lighting made in 

18” and 20” sizes 

‘ \oy Every Sports Light- 
ing job, R. R. Yard, 


Golf Driving Range, 


he 
a. a prospect. Easy to 
| Wire and Maintain. 






The greatest Stand- 
ard ever designed 
for Service Station 





use... literally 
“pulls” the custom- 
ers in. Illuminates 





the sales area and 
enables the attend- 
ant to see under 
the hood. Top 
floods increase in- 
tensities wherever 
desired. Area light 
accommodates 1 to 
5 top floods for 
150 or 300 Watt 
Lamps — Alumi- 
num or Colored 
Porcelain to match 
your station. 


AN" 


_ 
—_ 


NPRP ARAL 
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Also available with 
Reel-Wells and with 
Air and Water fa- 
cilities. 8 glass 
column houses 6 
instant-start fluo- 
rescent lamps. 
Write for circular. 
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Hinged Floodlight Pole 
enables you to keep 
floods clean and at top 
efficiency 
at all times. 
20, 24, 30 
ft. mount- 
ing heights 






















2-Gang 
Receptacle 





CHICAGO 
USA 
~ 


ION, 
aetlONa, 


CHICAGO 4 
4 USA 


Single 
Receptacle 


GENERAL PURPOSE 


Plugs and 
Receptacles 


wz! a WPS 


Fusible Plug 
Fuseless i i 
Plug | anaes 
@ 


For Portable Electrical 
Equipment 

An extensive line of plugs 
and receptacles with cast metal 
housings and round prong con. 
tacts of rugged construction to 
withstand hard use and abuse 
in industrial plants. Fusible and 
fuseless plugs provide circuit 
breaking and disconnect serv- 
ice. 1, 2, 3, 4, 5 and 6 pole 
types available in 30 amp. 125 
Volt DC. 250 AC ratings. 60, 100 
and 200 amp. ratings up to 
600 volts for disconnect service, 
Also many special types for var. 
ied applications, 

Consult your Pylet Catalog 
1100, Bul. 1140-3, for complete 
listings. 





CONDUIT FITTINGS ¢ FLOODLIGHTS 





THE 
PYLE-NATIONAL 
COM PANY 


1354 N. Kostner Ave., Chicago 51, Ill. 
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needed to eliminate snagging of fish- 
tape or fraying of wire. 

Easy to inspect and install, the 
coupling is of simple, strong construc- 
tion with the special-advantage of en- 
abling the electrician to change from 
conduit to thinwall in the middle of 
a job without special, expensive fit- 
tings. 

x 


Wall Switch Plates 


A LINE of double-sized electrical 
wall switch plates has been announ- 
ced by the Sianor Co., 3746 Kelley 
Ave., Cleveland 14, Ohio. 

These plates contain 26 square 
inches, are perforated for easy installa- 
tion on single tumbler light switches, 
and protect walls from soil. 





These enlarged switch plates are 
finished in Alumilite processed basic 
shades, to blend in with any color 
scheme. They effectively harmonize 
with the modern color trends in to- 
day’s homes, hotels, restaurants, and 
hospitals, eliminating the need for 
extra shields or mats on walls. 


Clamp Meter 


A NEW a-c clamp ammeter and 
voltmeter, with five current ranges 
up to 1,000 amperes, and three volt- 
age ranges up to 700 volts, has been 
announced by the Weston Electrical 
Instrument Corporation, 617 Freling- 
huysen Ave., Newark 5, N. J. 

Known as Model 633 Type VA-l, 
this instrument is designed to mea- 
sure alternating currents and voltages 
without interrupting electrical service. 
Current measurements are made sim- 
ply by placing the heavily insulated, 
trigger-operated clamping jaw around 
the conductor. Jaws will accommo- 
date conductors, bare or insulated, 
up to two inches in diameter. Volt- 
age measurements are made by con- 


necting a set of clip-on voltage leads 
(six-foot leads are supplied) to the 
line, and to the screw-type terminals 
recessed in the side of the meter. Cur- 
rent and voltage measurements can 
be made almost simultaneously by 
rotating the thumb-selector switch 
to either the ampere or volt position. 
A pointer stop has been provided to 
show motor-starting currents. 


Manual Starter 


DEVELOPMENT of their new Bulle- 
tin 3151 Size 0 and 1 a« manual 
across-the-line starters have been an- 
nounced by the Ward Leonard Elec- 
tric Co., 31 South St., Mount Ver- 
non, N. Y. 

These starters were designed for 
application with single or polyphase 
a-c motors. Compact in construction, 
these manual starters consist basical- 
ly of a mechanically actuated quick 
make and break switch mechanism 
with thermal overload protection. 
Components are housed in NEMA 
Type 1 general purpose enclosures. 

Features of the starters include: 
front operation; silver to silver double 
break contacts; manually reset inverse 
time delay thermal overloads; inter- 
changeable overload heaters; provi- 
sion for padlocking; and adequate wir- 
ing space. 

> 


Surface Wiring Devices 


AVAILABLE from the Bryant Elec- 
tric Co., Box D, Barnum Station, 
Bridgeport 2, Conn., is a new line of 
surface wiring devices for non-metal- 
= : 
lic cable which combine bases of por- 
celain with covers of brown bakelite. 





All current carrying parts are 
mounted on porcelain bases which 
are not subject to carbonization un- 
der moist and dusty conditions. No 
separate boxes, connectors, soldering, 
or tape are required. 

Installation requires only three op- 
erations. 

The line consists of single and 
three way switches, keyless and pull 
lampholders, duplex convenience out- 
let, a rosette, and a junction box. 
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NAMES IN THE NEWS 


Five appointments to top positions 
in the sales organization of General 
Electric’s Lamp Department at Nela 
Park have been announced. The ap- 
pointments became effective June 1. 

O. H. Young, who has been assis- 
tant to P. D. Parker, general sales 
manager, was advanced to the posi- 
tion of assistant manager of the Gen- 
eral Sales Division, according to an an- 
nouncement by F. F. Harroff, man- 
ager of the Lamp Department. In 
addition, managers for the Sales Di- 
vision’s four major functional opera- 
tions were named by Mr. Parker, as 
follows: utility and fixture promotion, 
E. D. Stryker; quantity consumer sales, 
R. E. Worstell; retail sales, T. C. 
Ohart; and original installation sales, 
W .E. Davidson. 

In announcing the promotions, Mr. 
Parker explained that specialization in 
sales operations became necessary in 
the home office because of the in- 
creasing complexity of the lamp busi- 
ness. “It is our belief,” he said, “that 
the re-organized Sales Division will be 
better able to help our sales districts 
serve their agents and customers more 
efficiently.” 

. 


Emphasizing the importance of 
merchandising in industrial sales to- 
day, the Burndy Engineering Co., 
Inc., New York City, manufacturer of 
electrical connectors, has appointed 
Ted Gravenson as sales promotion 
manager. 

Mr. Gravenson has spent many 
years in advertising agency operations, 
and prior to joining Burndy he was 
with the Myers Co., Los Angeles 
agency, as creative director. 

Promotion programs involving sales 
at consumer and distributor levels 
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A COMPLETE LINE OF FITTINGS FOR RIGID CONDUIT, EMT 


Tad Coavemacin ARMORED CABLE AND NON-METALLIC CABLE 
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have formed the preponderance of 
Mr. Gravenson’s activities, and the 
integration and direction of these spe- 
cialized tasks will be his specific ob- 
jectives with the Burndy company. 


types of construction and during the 
war served as project manager. After 
the war he became connected with 
Brooks Electric Company as manager. 
He is first vice-president of the Elec- 
tric League of Chattanooga and a 


e member of the National Electrical 
Robert M. McKenzie is the new Contractors Association. 
general superintendent of Lawson a 


Electric Company, of Chattanooga, 
Tenn., Mr. McKenzie came to Chat- 
tanooga 21 years ago and entered the 
employ of L. E. Lawson, proprietor 
of the electrical firm, as an electrician. 
Since then he has engaged in various 


Creation of a new sales district in 
the nationwide sales organization of 
General Electric’s Lamp Department 
has been announced by Fred F. Har- 
toff, general manager of the depart- 
ment. 











YOU DON’T HAVE TO PAY 


THIS CONDUCTOR 
IT pavs YOU 


TO BUY CONDUCTOR AND ACCESSORIES 


FROM SOUTHERN 


FINEST QUALITY - FAST DELIVERY - ATTRACTIVE PRICES 
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SOUTHERN ELECTRICAL CORP. 


P. O. Box 989 


Chattanooga, Tennessee 














D. B. Clark 


l'o be known as the Florida Sales 
District, it will have its headquarters 
in Tampa, Fla., and will be headed 
by Douglas B. Clark. The new dis- 
trict, which brings to 31 the number 
of sales districts operated by the Lamp 
Department, includes in its territory 
all of Florida and the southeastern 
tip of Georgia. 

Mr. Clark, a native of Sumrall, 
Miss., attended Mississippi College. 
He joined General Electric in 1929 as 
a salesman in the Lamp Department’s 
Southeastern Sales District. 


Alvin Marcus, president of the Mar- ® 


cus Transformer Company, Inc., of 
Hillside, New Jersey, announces the 
appointment of the L. Morris Lan- 
ders Company, 315 Walton Building, 
Atlanta 3, Georgia, as their territorial 
representative for the territory of Ala- 
bama, Florida, Georgia, North Caro- 
lina, South Carolina, Mississippi, and 
Tennessee. 


Recent appointments in the Con- 
struction Materials Department of the 
General Electric Company have been 
announced by George E. Wickman, 
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“Handbook 


Handbooks of Adequate Wiring 


Two valuable booklets avail- 
able with Electrical South. 


“Handbook of Residential 
of Farmstead Wiring Design,” 


and 
sum- 


Wiring Design” 
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marizing the latest authoritative information on ade- 
quate wiring systems, may be obtained with a three- 
year subscription to Electrical South at the special 
rice of $2.50 for a limited time. Send name, ad- 
ress, and remittance at once to make sure of getting 
your copies, 


ELECTRICAL SOUTH 
806 Peachtree St., N. E. Atlanta 5, Ga. 


GROUND RODS 


Steel ground rods, with one end pointed for easy driving, 
and hot-dip galvanized for extra protection. %x8' carried y 
in stock ready for immediate shipment. Can furnish other 
sizes and lengths if quantities sufficient for production. 


ATLANTIC 





(DIXISTEEL AB) ATLANTA 1.GEORGIA 
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sonicated a one scsi 


LET WASTE-TIME RUN AWAY 
WITH YOUR PROFITS! 















CODE CALL“ 
FOR INSTANT Just Press A 
COMMUNICATION ~ Burton | 


Saves time and increases effi- { 
ciency in your office and plant. 

Code Call is made by a numerical 

code, sounding signals. Promptly com- 

pletes telephone connections with organiza- 
tion personnel away from their own tele- 
phones. Write for new Bulletin B4-8. 


and MANUFACTURING COMPANY 


154 WEST 14th ST NEW YORK 11, N.Y 











ELECTRICAL SOUTH for AUGUST, 1949 







No. 168 
With 6 ft. cord 
Fully wired 
Ready to plug-in 
660 W-250 V 


The KULKA 
SWIVEL- 
SOCKET 


Spot-liter 


Used with Spotlight or 
Floodlight Bulbs up to 
300 Watts 


DIE CAST BASE 
WITH ATTRACTIVE 
STATUARY BRONZE 
FINISH 


—Has Convenience Outlet 


A thoroughly engineered, and handsome appliance. 
Adjustable to full 90° in ONE OPERATION. The 
unit is lightweight, yet sturdy—and so steady it 
won’t tip over. Has convenience outlet in base to 
permit banking without junction blocks and cords. 
Also has bayonet lock in base to allow use as a pin-up 


lamp. Ideal lamp for show windows, etc., but also 
makes fine “sun lamp” or “infra red” lamp for 
home use. 


Write for Circular, or Catalogue of Complete Line 





ULKA) KULKA ELECTRIC MFG. CO. 


MT. VERNON, N. Y. 


30 SOUTH ST., 








ac 


model 41’s since 1943. There 
hasn’t been a failure in any 


OUTLASTS 


Z ORDINARY SWITCHES 


Sevelier switch 


ONE MSGILL model 4! 






























a SMALL—Only 5%” x 1% 
——-~ pts 125 Volt 





Py 3 amp. 250 Volt 
a DEPENDABLE—Underwriters’s 
lab ‘*T’’ rating 
QUALITY COSTS YOU LESS when you buy Levolier 


Each of the twenty-six parts is precision built like 
for utmost dependability 


switches. 
a fine watch, carefully inspected, 
. your guarantee of years of trouble-free service. 


MULTIPLE USES because its small size, “T” rated 6 amp. 
250 V. capacity, make it ideally suited for use in canopy 
mountings, for incandescent and fluorescent lighting and for 
fractional HP motor control. 


ONLY McGILL MAKE —ZE@2/04Ze7~ SWITCHES 


with the patented universal lever action. Push or pull in any 
direction . . . they work . . 
ing, individual control. 


. giving economical, current sav- 
Here is what users say: 


. have installed 10,000 
fixtures with a promise of 
replacing if it does not last 


of these.” up to 5 years.” 
*Name on request 

No. 25 No. 1010 
6 amp. 125 V 10 amp. 
Toggle Switch 125 Volt 

ee) Single Pole “T”’ Rated 
“T”’ Rated 
No. 21 No. 265 
3 amp. 125 V 6 amp. 125 volt 
Pull Switch Double pole 
Single Pole Double Throw 


For McGill Catalog No. 
43 write to McGill Mfg. 
Co., Inc., 
Division, 650 N. Camp- L 
bell St., 
Indiana. 











“AVAILABLE FROM 
YOUR ELECTRICAL WHOLESALER” 








MSGILL 


Electrical H TRADE MARK 








Valparaiso, 












ONLY MGILL MAKES Yrcter SWITCHES 





“I sell model 41 switches for 






























Yet a You 
Nothing! 


Getting exactly “What you 
want, when you want it” 
may be worth thousands 
of dollars to you in emer- 
gencies. Yet this service 
is yours for the asking at 
SOUTHERN CARBON 
BRUSH. Whether your 
order is “emergency” or 
routine, you'll be pleased 
with our results... 
Manufacturers of Carbon, Graphite and Metal 
Graphite brushes for motors, generators and 
rotary converters .. . Single phase motor brushes, 
carbon contacts for elevators and switchboards 

. flexible braided shunts for controls and 
switchboards . . . Bunting bronze bearings, Safe- 
T-Mike Capacitors, Ideal Industries, Inc. main- 
tenance equipment .. . 


SOUTHERN CARBON 
BRUSH COMPANY, Inc. 
St. Louis 1, Mo. 





Siminghom 1, Ala. | 


. O. Box 1710 | P. O. Box 4535 
7 18th St., S. W. 110 S. 9th St. 
Phone 8-6515 | MAin 4060 








NON-METALLIC — BX. 
& GROUND WIRE 


SERVICE ENTRANCE CAP 


Sold Thru 
Your Local Wholesaler 





ATLANTIC CONDUIT 


FITTINGS CO, 


BOSTON, MASS. 
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manager of sales of the department. 

William R. Wright has been as- 
signed to the Atlantic District as a 
representative for wiring devices, wire 
and cable, and conduit products. 

Alexander P. Leverty has also been 
assigned to the Atlantic District as a 
district representative. 

Elmer K. Stieglitz has been assigned 
as a full-line representative to the 
Southeastern District, covering the 
wholesale and trading area of Knox- 


ville, Tern. 
& 
Specific 
Advertising 
(Continued from page 18) 
chen and bathroom walls. 


The constant problem of “what to 
do with the electric meter’ in re 
modeling kitchens, has been  trans- 
formed into a profitable source of 


additional house-wiring jobs at Ster- 
ling Electric Company, +748 West 


Florissant avenue, St. Louis. 

Since early 1949, Earl Jacobs, presi- 
dent of Sterling Electric Company. 
has been running a weekly display ad 
in the homemaker’s pages of the St. 
Louis Post Dispatch, which suggests 
“Before vou decorate . let us re- 
move vour electric meter and fuses 
from vour kitchen or bathroom wall.” 
Relow appears a photograph of an un- 
sightlv switchbox, fuse box, and elec- 
tric meter, all exposed on a wall in 
the home. such as is common in many 
older St. Louis residences. 

With manv thousands of home- 
owners currently remodeling their kit- 
chens. bathrooms, as well as other 
rooms in the house, moving exposed 
clectrical equipment of this type out 
of the kitchen or bathroom to the 
outside walls. or basement walls of 
the home, has proven an exceptional- 
ly fertile installation market, accord- 
ing to Mr. Jacobs. 

“Many people have hesitated to 
re-tile kitchens, paint walls, put up 
wallpape-. ctc., because of exposed 
wiring, meters or fuse boxes,” he 
pointed out, “and we find that re- 
minding them via this newspaper ad 
that concealing the equipment is an 
easy matter will often provide suffi- 
cient stimulus to go ahead with the 
job.” 

At the left of the photograph used 
in the display ad, copy reads. “We 
move all fuses to the basement, and 
install your electric meter on the out- 
side of the building. Cost is surpris- 
ingly low. Additional wiring and out- 
lets installed. Call Sterling Electric 
Company.” 

More than half of the homeowners 
who have been intrigued by the Ster- 


ling ad not only contract for removal 
of the old switchbox and meter to 
new locations, but order additional 
wiring as well, according to Mr. 
Jacobs. Frequently, contracts stem 
ming from this source have included 
additional outlets around the base- 
board in kitchens and bathrooms, as 


well as other rooms in the house, new 
wiring circuits for electric ranges, 


additional lighting outlets, etc. 

Often, when figuring the simple 
relocation job, the homeowner is 
moved to go ahead and order other 
electrical work which may have been 
pending for years, with the result that 
3-figure electrical contracts can fre 
quently be the result. 

In a typical home, Sterling Electric 
Company moved a meter to a brick 
wall near the back porch, and re 
located the switchbox and fuse pane! 
in a basement stairway. At the same 
time, 13 new outlets were placed in 
the house, new overhead lighting fix 
tures placed in the bathroom and 
kitchen, and much of the old wiring 
throughout the basement replaced. 
All this was the result of the home- 
owner seeing Sterling Electric Com 
pany’s ad, and after watching the 
ease with which meter and fuse box 








ELECTRICAL 


COMPARE QUALITY 
AND PERFORMANCE 


Just off the press j 
; YOUR 80-PAGE MANUAL 


The most complete manual on 
electrical connectors and acces- 
sories. Color Photographs, charts, 
data, technical, engineering and 
other valuable information. 


SOUTHERN REPRESENTATIVES: 


Verlyn H. Branham J. P. Lumpkin 
} 180 Interlocken Dr. 248 Tranquil Ave. 
| N. W. Atlanta, Ga. Charlotte 3, N. C. 


WRITE ON YOUR LETTERHEAD TODAY FOR COPY 


COPPER TUBE 
& PRODUCTS, Inc. 
CINCINNATI 27, 0. 
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Fecemiberd tit 


FLUORESCENT LIGHTING 





Designed to establish a new standard in fluorescent light- 
ing—to give more smooth, shadowless light for every critical 
installation — offices, drafting rooms, laboratories, depart- 
ment stores. The new Eastern Slimline Luminaire HL4-96, 
with 4 hot cathode tubes and 200 milliamp ballasts and the 
Eastern Louver Luminaire L4-40, with 4 standard fluorescent 
lamps will give more light at lower cost! 

Suitable for individual or continuous mounting, suspended 
or flush. Hinged louvers make maintenance easy. Can be 
equipped with top reflector. Approved by Underwriters’ 


Laboratories. 
FIXTURE COMPANY 


¢ BOSTON 20, MASSACHUSETTS 


REPRESENTED BY—S. L. BAGBY CO. 
$22 WEST MOREHEAD STREET CHARLOTTE 1, N. C. 








AVAILABLE NOW 
COMPLETE INDOOR SWITCHBOARD 


Includes 


1 Main Switch 
1 Transfer bus switch 
5 Circuit switches 
Switch Name Plate Reads: 
Main Switch GE type FK 143 1200 Amp. 
Other switches GE type FK 35—2-600 Amp 
4-400 Amp 
Switches equipped with GE relays type IAC 


Now in operation and in good condition. Due to Growth 
of City, a new sub station is being built . . . thus making 
our present switchboard available for sale. 


Address: H. H. Schomburg 


CITY OF ALBANY 


ALBANY, GEORGIA 











GLATTHAR 
SCONCE again! 


Shown is a replica of a 
19th Century oil lamp 
which is sure to be a 
fast moving fixture 

for those ranch style 
and early American 
homes. Built to Glatthar 
high quality standards 
featuring highly polished 
brass, hand painted 
and fired bowl. 


NO. 1415 


At left is a 20” ceiling 
light in satin ivory 
finish of plain dignity 
featuring a 5 light 
reflecting canopy of 
16” diameter. 





Write today for full information 
on these items and our 
catalogue of quality fixtures. 


* lt, -.. 
THE GLATTHAR Lighting COMPANY 


949 East 72nd St. Cleveland 3, Ohio 


NO. 1416 
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nomoRE FIELD VARIATION 


FORYOUR MOTOR BRUSHES 


WITH HELWIG CUSTOM-MADE BRUSHES — 

® You get brushes precision-shaped at the factory. 

® You pay no more. 

® You save shutdown time required to cut down so-called 
“‘standard"’ brushes. 


Call the Helwig office near you for complete information. 





e IMPROVED COMMUTATION 
e MORE UNIFORM WEAR 
e LOWER OPERATING COSTS 


You get all three, thanks to 
MULTIFLEX Brushes’ uninterrupted, Be 
better contact, reduced circulat- J 
ing current, even wear. S 










Atlanta 316 Walton Bidg.; La. 7202 
Okiahoma City _ 323 NW 2nd St.; Tel.: 2-6881 
Houston 1101 Chenevert; Ch. 4-6549 
St. Louis 1913 Washington Ave.; Ch. 6510 
El Paso 708 N. Piedras St.; Main 7845 


HELWIG CO., Carbon Products 


Makers of Multiflex and Transert Brushes 














WIRE and 

CABLE with the 
DuPont 

NEOPRENE JACKET 


Year after year, on every kind 
of tough job, more and more 
wire users are specifying 
BRONCO 60 cords and cables 


with the Neoprene jacket. 


Coils easily . . . does not kink 
or tangle. Resists oils, chem- 
icals, abrasions, and rough 
usage. Its extreme flexibility 
means long life, easy han- 


dling, lower maintenance cost 


and sofer operation. 


Write today 
for the name 
of your nearest 
BRONCO 
distributor 


WESTERN INSULATED WIRE CO. 


1001 E. SIXTY-SECOND ST.eLOS ANGELES 1, CALIF 





UNIVERSAL PARALLEL 
TAP CONNECTOR 


Catalog Nos. 
2030 to 2042 


TO CONNECT TWO WIRES VARYING 
EITHER GREATLY OR SLIGHTLY IN SIZE 
OR TWO OF THE SAME SIZE 


The tightening bolts exert an even pressure 
on both wires regardless of size. The clamping 
surface is large and covers a contact area 
several times greater than the cross-section 
area of the wire themselves. Locking feature 
insures a permanent connection. 


© WRITE FOR CATALOG 5LC 


KRUEGER & HUDEPOHL 
Solderless Terminal Lugs and Connectors 


VINE AT THIRD—-ES * CINCINNATI 2, OHIO 





were removed, he authorized exten- 
sive remodeling of the entire electri- 
cal system in that part of the house. 

The idea has proved consistently 
profitable, according to Sterling Elec- 
tric Company, inasmuch as_ high 
building costs, the scarcity of homes, 
etc., have moved many homeowners 
to redecorate their present dwellings, 
rather than changing to a new 
house aitogether. 

All of the relocations carried out 
conform with the St. Louis electrical 
code, and are all approved by Union 
Electric Company, and underwriters. 

“One of the chief advantages of 
the advertising program,” it was 
pointed out, “is the fact that invari- 
ably the homeowner who responds 
is living in a dwelling of sufficient 
age that there usually exists a need 
for much electrical modernization. 
Therefore, our electricians consider 
every responder an excellent prospect 
for further electrical work—and in 
most instances, there proves to be a 
real need for additional service.” 

Sterling Electric Company handles 
lighting, power wiring, commercial 
and industrial electrical installations. 
as well as electrical modernization, 
new-home wiring, etc. The weekly 
newspaper ad, with its photograph re- 
minding homeowners of unsightly 
wall installations through the home, 
has been the most fruitful promo- 
tional idea developed. 


Flexible Power 
For Industry 
(Continued from page 17) 


ines and skylights, the plant has ex- 
cellent natural illumination. The 
plant’s lighting svstem for darker 
davs or occasional night work is com- 
posed of approximately 100 lights 
with standard dome-tvpe, RLM re- 
flectors, fitted with frosted, 200-watt 
lamps. Lighting is controlled bv 
column-tvpe breaker panels. These 
were so installed that current control 
is limited to a small plant area, there- 
bv eliminating any excessive voltage 
drop in branch circuits. Current for 
portable lighting and smaller power 
requirements is derived from the bus- 
wav or from lighting panels. 

As mentioned, the Ramsey firm is 
aggressive in the selling of its products 
and in broadening its lines. There- 
fore, flexibility in the powering of its 
new plant was one of its chief power- 
ing objectives. Firm principals and 
kev personnel recognized advantages 
offered by plug-in duct from the 
standpoint of probable future plant 
expansion. 

J. M. Larkins, plant electrician, 


pointed out the ease with which the 
powering of a new machine could be 
effected or the position of present 
equipment changed to meet a new 
production problem. The plug-in 
switches are attached to the duct by 
clamps. These may be loosened, and 
the plug-in switch may be shifted to 
another position on the duct, which 
has plug-in openings approximately 
12 inches apart. 

Whitmore Electric has majored, to 
a considerable degree, on the “flexi- 
bility’ angle of plant powering. It 
employed bus. duct successfully in 
bringing current for the powering of 
a 400-ton air conditioning system 
from the basement to the 8th floor of 
Richard’s Department Store, Miami. 
This procedure was explained in an 
earlier issue of ELectricAL SouTH 
(March, 1947). During the War, 
C. W. Whitmore, firm principal, 
engineered the application of trolley- 
duct over work benches for the power- 
ing of electrical tools in 8 large motor 
car repair shops at Camp Lee, Va. 

In this instance, changes were ne- 
cessary in the original plans to take 
care of practical requirements, which 
were indicated after machinery had 
been installed. 





Cibo 


Anti-Corrosive Paint 
for 
Galvanized Structures, 
Including Fences, 
Applied in a single coat 


A A Inc. 


HACKENSACK, N 





ALWAYS SPECIFY THE BEST 
WHITER THAN WHITE 


Pa 
ABOLITE 


®@ industrial 
@ Commercial Floodlighting 


© Pump Island Installations 


The JONES METAL PRODUCTS CO. 
WEST LAFAYETTE, OHIO 


Sold Exclusively through Electrical Wholesalers 
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IS THIS YOUR KITCHEN?—A model kitchen in your own 
home is good business, especially if you're a small-town 
dealer. The story on page 63 tells how one dealer used 
his own model kitchen to close 22 complete kitchen sales. 


Analysis of a Thorough Sales Plan 


ALSO IN THIS ISSUE: How to Select and Train a Sales Force 


Co-op Cz 


npaign Produces Sales Impact 


Rett t Lane = Se 
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Mertland Automatic Electric Water Heaters are individually tested 
. . . AFTER heating elements and thermostat wells are installed... 


under 300 pounds hydrostatic pressure. Again, each individual 


COMPLETED heater is given a special, rigid test with compressed HIT THE TARGET 
air just before crating. Mertland working pressure is guaranteed 
IN TWO PRICE BRACKETS 


150 pounds and you can depend on it, they will take far more than 


guaranteed. Mertland builds em careful . . . and builds ‘em right! 


oe MODELS FOR BUDGETEERS. 





You know it’s the truth, that folks are shopping around for value 
today. And that is just what the Mertland dealer can give them... 
DELUXE MODELS WITH 10 YEAR WARRANTY 


point for point quality . . . at prices that make sense to your cus- 


tomers and make profits for you. AND FACTORY INSTALLED MAGNESIUM ANODIC ROD. 





© COMPLETE LINE...10 TO 100 GALLON CAPACITIES...SIZES AND SHAPES FOR EVERY 


DEMAND...TABLE TOP MODELS 35 AND 45 GALLON CAPACITIES. 


car \ we HEDGES wn: 


MAGNESIUM 
ANODIC 7 M. M. HEDGES MANUFACTURING COMPANY, INC. 
ROD ; MEMBER OF NATIONAL ELECTRICAL MANUFACTURERS ASSOCIATION 


cr At FAR OO GA, Tenn: S$ eee 
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TAA AAA? _.. FIRST and FINEST in the HOME FREEZER FIELD! 


WHATS IN A NAME? 





There's Profit in This one! 


| 
\ 


“DEEPFREEZE” is the best known name 
among home freezers. Deepfreeze was 
First in the field, Frrst to win acceptance 
as America’s greatest home convenience. 
The name “Deepfreeze”? has tremendous sales value, 
standing for quality and proven performance wherever 
it appears. 

““Deepfreeze’’ is the registered trademark of 
Deepfreeze Division, Motor Products Corporation. 
Only home freezers manufactured by Deepfreeze 
Division, Motor Products Corporation can bear this 
famous trade name. Only authorized Deepfreeze 
dealers can use the name ““Deepfreeze home freezer’’! 


The Deepfreeze Line Is The Profit Line For '49 
Deepfreeze advertising for 1949 is sales-making ad- 
vertising backed by the most complete dealer sales 
promotion program in Deepfreeze history. The 
Deepfreeze franchise is the ProritT franchise for ’49. 








DeLuxe Model C-10 
Holds more than 350 Holds more than 210 Holds more than 350 Holds more than 210 Deluxe Model C-18 

pounds of assorted pounds of assorted pounds of assorted pounds of assorted Holds more than 612 pounds 
food. Price, delivered food. Price, delivered food. Price, delivered food. Price, delivered of assorted food. Price deliv- 


and installed—$424.50 and installed—$249.95 






Dee TRADE-MARK REG US 


Pacemaker Since 1938 . , 
FIRST Choice in America’s Homes! 





PAT OFF 





Your Deepfreeze distributor has complete infor- 
mation on the Deepfreeze home freezer line, sales 
training helps for dealers, the sales promotion pro- 
gram, and the many great selling aids for dealers! 


The Deepfpeege Tranchite 


Wakes Dollars anid Sense! 


Your Deepfreeze distributor will gladly explain the 


details of the Deepfreeze franchise. Ask him about 
the national advertising program and the many 
practical selling aids available to Deepfreeze deal- 
ers. You can sell 'em by the carload for a handsome 
profit! Don't delay—see your distributor today —or 
write us direct for details about America’s Number 1 
home freezer franchise. 








DeLuxe Model C-6 Model B-10 


DEEPFREEZE DIVISION * MOTOR PRODUCTS CORPORATION * NORTH CHICAGO, ILLINOIS 


AAA TAA —Ambrica’s/ Fastest Selling Home Freezer Line 





Model B-6 


and installed—$369.50 and installed—$229.95 ered and installed—$599.50 








GENERAL MILLS LAUNCHES | | 
with the greatest consumer 











AUTOMATIC TOASTER to be introduced | jit 


in full page ads in top magazines . . . in big 
space newspaper ads in key cities 


The General Mills Automatic Toaster gets a sales-rousing 
send-off in full page, full color ads in early fall issues of 
the SaruRDAY EVENING Post, Woman’s Home Com- 
PANION, BETTER HOMES & GARDENS...in full page, 








black and white ads in HOUSEHOLD, COUNTRY GENTLE- \ 
MAN, SUCCESSFUL FARMING...in a gigantic newspaper / 
campaign in key cities. AND the sales force of Betty j ( 
Crocker’s MAGAZINE OF THE AIR will back the new toaster | i \ 
in September and October programs! 5 / 





FEATURES THAT MEET CONSUMER DEMANDS... 4M HEN SOME! 


Sg Oy en, ge omm 
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SPONSORED BY BETTY CROCKER. 
America’s best known, most respect- 
ed homemaking authority assures 
women of the dependable, trouble- 
free service they want in an appli- 
ance. Her word pre-sells women. 


56 


EXCLUSIVE TRU-HEAT TIMER sets a 
new standard of performance. Not a 
single, but a double thermostat, 
automatically compensates for heat 


variations in toaster. . . assures 
evenly-browned toast every time. 


EXTRA-HIGH POP-UP ends finger burns 
... poking in slots with a fork. At last 
an automatic toaster in which even 
irregular, undersized pieces of toast 
may be easily removed! Even buns, 
biscuits or muffins lift extra high. 


DESIGN VOTED “BEST” in a survey of 
thousands of women. Softly rounded 
case in gleaming chrome plate cra- 
dled in lustrous black plastic. Comes 
in an attractive red polka dot carton 
to give it extra-gift appeal! 
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| NEW AUTOMATIC TOASTER 
foffer in appliance history! 


Now...big coupon values given 


| for Gan. Lies) Ft Silverware 


MADE BY ONEIDA COMMUNITY SILVERSMITHS IN GENUINE TUDOR PLATE 













Already—=millions of women are collecting Queen 
Bess Silverware—offered only with General Mills 
food products: Wheaties « Kix « Cheerios « 
Betty Crocker Cereal Tray e Softasilk Cake 
Flour « Bisquick « Betty Crocker Soups « Apple 
Pyequick « Crustquick « Betty Crocker Cake 
Mixes « Sperry Products (on West Coast). 
NOW, the proven power of this silverware as a 





| _ sales attraction will go to work for you. . . make - = a i mn 7 
these millions of women hot prospects for toaster 
sales. _ Queen Bess Pattern Silverware, 
Nothing for you to handle! Customers send their | created exclusively for General Mills 


in extra-heavy, reinforced Tudor Plate 
by Oneida Community Silversmiths 

one of the oldest makers of quality 
silverplate in America. Customers will 
want to add new pieces to their collec- 
tions... or start new silverware sets. 


dated sales slip directly to General Mills to get 
their silverware coupons. 


~ 2 ail is ; a ; . ae a ie . 
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‘ 75 COUPON VALUES 
\ GIVEN WITH TOASTER! 


( Big silverware offer with other 
y General Mills Home Appliances, too! 


( re Tru-Heat Iron 
ae te 40 COUPON VALUES 
( ¥ 
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Carton cards, display pieces, retail cut and 
mat service and Betty Crocker transcriptions 
—all available through General Mills! 
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by Frances J. Black 


“WE WISH WE KNEW,” exclaimed 
William Zeigler, store and sales man- 
ager of Hood Electric Co., 285 Meet- 
ing St., Charleston, S. C., “what 
changes the contemporary buyer’s 
market will bring!” 

But Mr. Zeigler, his sales co-ordi- 
nator, Mrs. Louise F. Miller, and 
eight salesmen who comprise the sales 
force of this strikingly modern appli- 
ance store, believe they can cope with 
whatever changes the economic sys- 
tem and Mr. and Mrs. Public choose 
to bring about. Hood Electric has 
set up a system which in 1948 merited 
$245,000 worth of business, and cur- 
rently keeps the salesmen wide awake, 
ready to go, and literally bursting 
with the old sales incentive! 

How have they accomplished this? 
—not by using methods formerly suc- 
cessful 20 years ago, or even 5, but 
by taking into consideration the ever 
changing conditions of the market, 
and in turn applving these changes 
to salesmen’s compensations, training, 
and over-all policy. 

William A. Smith has been a sales- 
man with the companv for 13 of 
their 17 years of operation, and has 
witnessed just about every change an 
appliance business can go through— 
pre-war, boom after the war, and now 
the inevitable buyer’s market. Mr. 
Smith has literally weathered the 
storms with Hood Electric, and has 
found their policies sound and worthy 
through a variety of conditions. % 

But what are these policies, these 
methods? What makes Hood Elec- 
tric an outstanding appliance store, 
from the salesmen’s angle? 

The answer is constant training and 
incentive, plus experimentation with 
new ideas. 
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Analyzing a 


screened by Mr. Zeigler, who then 
investigates their references. If they 
are hired, they are required to ente: 
in the La Salle training course, put 
out by a manufacturer. This course 
contains correspondence lessons cover 





ing many things the salesmen need 


to know about demonstrating appli 
ances, pointing out the best features, 
etc., and the salesmen are graded on 
their answers. ‘They attend night 
schoo! where manufacturers’ films arte 
shown which instruct them on how 
to sell different appliances. If the 
salesman after 60 days of training 
and actual selling has not proved him 
self, then he is released. 

Salesmen receive $150.00 guaran- 


“The first requirement of a sales- 
man,” according to Mr. Zeigler, “‘is 
to know your product. Green sales- 
men who are supplied with manufac 
turers’ literature and a sales book and 
told to go out and sell do damage to 
the further patronage of the prospec- 
tive customer, to the product, and to 
the electrical industry. 

“Young salesmen have to be train- 
ed and retrained in order to drill into teed salary a month plus 2 per cent 
them the qualities of a salesman and on the first $2,000 worth of mer- 
the storehouse of knowledge neces- chandise sold, 3 per cent on the next 
sary to be a good appliance sales- $1,000, + per cent on the next $1,- 
man.” 000, and a flat 8 per cent on any- 

When salesmen apply for a posi thing over that. They are constanth 
tion with the store, they are first 


spurred on to that flat 8 per cent! 





The answer to the sales success of Hood Electric Co., Charleston, S. C., is 

constant training and incentive plus experimentation with new ideas. The 

store sales conference pictured here is centered around these objectives. 

Left to right are William Zeigler, store and sales manager; Harry Hood, 

engineer and partner; J. A. Hood, president and general manager; T. ¥ 

Coleman, air conditioning and heating; and Bill Jones, sales consultant, of 
Perry-Mann Electric Co. 
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thorough sales plan 


At the 30-minute sales meetings 
held each morning before working 
hours, daily reports and prospect lists 
are turned in. If there is duplication 
of prospects, the salesmen, Mr. Zeig- 
ler, and Mrs. Miller all confer and de- 
cide whose prospect it most fairly is. 
Mr. Zeigler gives sales. promotional 
ideas, tips on appliance demonstra- 
tion, and a reminder of the monthly 
quota which each salesman has. After 
the meetings, prospects are checked 
and cross-checked by Mrs. Miller 
against duplications in other files. 

The Daily Sales Report, which is 
the watchdog of the salesmen’s dail 
activities, is turned in at each sales 
mecting. On these reports are listed 
all sales made, whether in or out of 
the store, all calls made, number of 
prospects filed, whether anyone was 
contacted by means of a canvass, and 
whether the customer was a repeat 
or store customer. 

At the bottom of each Report is 








a chart with space for each custom- 
er’s name, store order number of the 
article sold, name of the article, 
whether it was bought on cash or 
credit terms, down payment, credit 
okayed, date delivered, and commis- 
sion due the salesman. Below this 
information are listed the amount of 
miscellaneous store sales and _ store 
order numbers, and a space for com- 
ment. 

Salesmen’s time is equally distri- 
buted between floor and outside selli- 
ing. ‘The days are divided into peri- 
ods from 9:00 to 1:00 and 1:00 to 
6:00. There is at least one salesman 
on the floor during each period. 

Eventually the store hopes to have 
restricted territories, dividing the cit; 
into 8 zones, and assigning each sales- 
man to one territory. 
resides in a certain salesman’s zone, 
then regardless of which salesman 
sells him, the salesman to whose zone 
the customer belongs will receive the 





Salesmen are trained and retrained at Hood Electric, for they are required 

to know their product in order to demonstrate it. Mrs. Louise F. Miller, 

sales co-ordinator and home economist with the company, illustrates the 

finer points of a washer to William A. Smith, veteran salesman who has 

been with the company 13 years. After learning about the washer from the 

woman’s viewpoint, Mr. Smith can fluently point out its advantages to cus- 
tomers in this homelike atmosphere. 
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If a customer 





J. A. Heod is president and general 

manager of the Hood Electric Co., 

Charleston, S. C., which owes the 

majority of their $245,000 worth 

of business in 1948 to the success 
of a detailed sales plan. 


commission from all ensuing sales to 
that customer. However, if a floo 
man sells to a customer in a sales 
man’s zone, he will receive 2 per cent 
and the salesman 6 per cent. 

Prospects for Hood Electric are 
mainly obtained by individual house- 
to-house canvassing, although they 
consider repeat customers their most 
valuable prospects. When the peak 
of business has died down, and things 
are slacking off, the company plans to 
send the salesmen out as a group and 
ring doorbells. Previously, this was 
done three days a week, on Monday, 
Wednesday. and Friday, from 9:00 
a.m. to 12:00 p.m. They pester the 
customer as little as possible, merely 
asking her the age and make of 
appliances she owns — refrigerator, 
range, washer, dryer, ironer, home 
freezer, dishwasher, and disposal— 
and note all of this information on a 
separate canvass card’ for each pros- 
pect. 

Down at the bottom of the card 
the salesman lists the next appliance 
6- appliances the customer will be in- 
terested in buving. This forms a 
multitude of valuable prospects, and 
takes up little of the salesman’s oi 
prospective customer’s time. Thesc 
cards are then used in direct mailings 

From the information contained 
on these cards, the salesman make: 
out a prospect card, which is a plain 
index card with the prospect’s name 
address, telephone mumber, and ap- 
pliances she would be interested in 
buving next listed. 

Prospects who enter the store and 
do not buy anything are entered as 
prospects on cards and equally distri 
buted among the salesmen, 

(Continued on page 83) 
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How to Select and Train 


A SALES FORCE 








Wolff & Marx, San Antonio, Texas 


PICKING SALESMEN by the hit-or- 
miss method will, invariably, result in 
a hit-or-miss sales organization, I be- 
lieve. 

In the past twenty years, I have in- 
terviewed and trained hundreds of 
then would-be salesmen. 

Before I had a scientific routine, a 
guide prepared by eminent psycholo- 
gists which could be followed with al- 
most infallable accuracy, I was forced 
to attribute a certain amount of my 
success to luck. 

The word “luck” probably isn’t the 
correct word to use; let us say then, 
my percentage of disappointments hit 
too high an average, compared to my 
present system. 

Here at Wolff and Marx, one of 
San Antonio’s leading department 
stores, we have a store policy whereby 
all applicants must first be interviewed 


At Wolff & Marx, San Antonio, Texas, all applicants for 
salesmen’s positions are first interviewed by the personnel 
department, then by C. L. Macneal, appliance manager. 
(Above, left) Mr. Maecneal is using the scientific routine 
prepared by eminent psychologists to interview an appli- 
cant. If the applicant is accepted, he studies manufacturers’ 
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by our personnel department. ‘This 
is a form that smaller organizations 
could well adapt—even shops that 
sell appliances exclusively could profit- 
ably use the services of a reliable em- 
ployment agency. I will tell you my 
reasons for thinking so. 

Many applicants are not worth a 
second consideration. On sight, just 
by general appearances, they would 
never become a successful salesperson. 
The reason could be that the applicant 
has a negative personality. ‘That fac- 
tor alone prohibits the applicant from 
ever becoming an asset to a sales force, 
or to himself trying to adjust to selling. 


Again, the applicant’s record may show 


that he has regularly bounced from 
one position to another. Either the 
applicant is unstable or has been mis- 
cast into roles for which by aptitude 
he was unfitted. Why encourage an 


mill. 


by C. L. Macneal, Appliance Manage ®™ eee 


applicant to start another 
performance? 

Or, let’s be mercenary— 
the sales manager waste his valuabl 
time with such applicants? 

First of all, we must establish the 
fact that a sales manager is another 
human being, and this seemingly is 
questioned. Nevertheless he is subject 
to the same disturbing factors that 
cause emotional upsets in us all. We, 
too, can acquire a defeatest attitude by 
being thrown into positions whereby 
we have to interview the run of the 
This moves the sales managet 
to protect his own feelings, to hirc 
those who appeal to him personally . . . 
either by their features, physical build, 
or because they have some mannerism 
possessed by successful men already 
within the organization. 

Or, it could reduce itself to still a 


unprofitable 


why should 





literature and is assigned to the floor the second week. 
(Above, right) Mr. Macneal himself often goes on the 
floor during peak hours. Here he is shown breaking in the 
new salesman who stands by tense to catch the technique 
which results in sales. After the sale, he must analyze 
how it was made. 
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lower order—hire all applicants with 
a respectable appearance and wait for 
the unsuccessful ones to drop out, one 
by one, or enmasse, simply because 
they could not sell enough merchan- 
dise to make a living. This has a ten- 
dency to destroy self confidence in the 
others and the organization as a whole 
loses, for no sales organization can be 
any more successful than its individual 
members taken collectively. One or 
two stars in a theatrical production 
never makes a stage hit; nor does one 
outstanding star on the diamond make 
for a successful ball team. Each is an 
integral part of each other and the 
whole. 

To invite applicants, we run classi- 
fied ads periodically for both salesmen 
and saleswomen. Applicants are in- 
structed to apply to our personnel de 
partment. 

Our personnel department just 
screened 68 applicants. From 68, only 
11 were selected to be interviewed by 
me. This is no unusual average, by 
the wav. 

Now supposing that I had been 
forced to interview the entire 68! I 
would have been exhausted, both phy- 
sically and mentally. . I would have 
been forced to sacrifice time which 
should have been devoted to managing 
my department. Perhaps, as a direct 
result, after interviewing so many un 
desirables, my reaction would have 
been to place too high value on those 
already working, and as self protec- 
tion, stated catering to them, afraid 
they could never be replaced should 
they quit or become lax with their 
celling. A sales force without disci- 
pline or direction would have ensued. 

Out of the 11 applicants sent to me 
from the personnel department, only 
two proved to be suitable for training. 
As surprising as it may sound, three of 
the applicants proved to be too intel- 
lisvent to become successful salesmen. 
Oh, yes, that is possible. In fact, it 
is a psvchological axiom. I have 
proven this to myself over the years by 
direct experiment. 

When I first interview an applicant 
sent to me from the personnel depart- 
ment. I review his application out loud 
while he or she sits directly across from 
me. While I am surreptiously reading 
from the form before me, I am watch- 
ing the expression on the applicant’s 
face. If the applicant has lied, he will 
shift uneasily when the lie is read 
back to him. 

Too, | purposely mumble or speak 
in an inaudible tone to see if the ap- 
plicant is giving me his undivided at- 
tention. If he passes over the mumb- 
ling by answering vaguely or doesn’t 
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After the salesman has become fully conversant with all phases of the mer- 
chandise he is to sell, the words roll off without effort. This self-confidence 


impresses the listener, and the sale 


comes automatically. 


(Above, top) 


Showing and demonstraling easily rather than glib salestalk are interesting 

this prospect. The salesman took it upon himself to get the prospect a 

chair so she could relax, waich, and listen without tiring physically. (Above, 

bottom) The appliance department of Wolff & Marx is publicized as 

*“Homemaker’s Heaven,” and salesmen find it easy to interest the housewife 

in one or more of the departmentized sections arranged within the 
department itself. 


ask me to repeat the sentence so he 
can understand it clearly, I know I 
have a disinterested person before me. 
Then I close the interview, and sug- 
gest he seek a job that has more ap- 
peal for his temperament. ‘This is 
not done with anv malice or attempt 
at sarcasm, but with genuine attempt 
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to help the person adjust himself. 
But let us assume that the applicant 
shows promise enough to continue. 
First I give him an adaptability test 
which is followed by an I. QO. test. I 
use forms supplied by a manufacturer. 
This same system is being used bv 
(Continued on page 82) 
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Television Rental 
STEPS UP SALES 


“A TELEVISION SET is something 
that can’t be sold easily by one look 
and a talk from a floor salesman. 
What sells TV is the enjoyment a 
customer can get from owning a set. 
And to drive home that enjoyment, 
you have to give him a taste of it so 
he will want more.” 

That’s the selling philosophy ex- 
pounded by Jack Gilbert, manager of 
the appliance department of Kirsch- 
mann’s, one of New Orleans’ largest 
furniture, home furnishings, and ap- 
pliance retailers. It is the basis for 
a television selling campaign that 
achieved startling results. 

The plan is simple. Kirschmann’s 
has gone into what appears on the 
surface to be the television set rental 
business. But it actually is not. It is 
a gimmick for vastly increasing the 
store’s sales of TV sets. In practice, 
it has had what manager Jack Gil- 
bert calls ‘wonderfully good results.” 

“Television just isn’t like radio. It 
takes a different kind of selling,” Mr. 
Gilbert says. “Everybody knows what 
a radio is and, which is more impor- 
tant, every prospect is familiar with 
the satisfaction and pleasure he can 
get from a radio set. That’s not the 
case with television. 
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“Video is new. Most people have 
a rough idea of TV and its workings. 
But they are not so familiar with it, 
because—to date, at any rate—few 
even have friends whose 'T'V sets they 
have seen. If they have watched TV 
at all, most persons have done so 
from the window of an appliance 
store. 

“Complicating this unfamiliarity is 
the relative high price of television 
sets. Traffic radios are almost an 
impulse item. But in an appliance 
that costs a minimum of hundreds of 
dollars, and whose satisfaction the 
customers are not so sure about, a 
different kind of selling is called for. 
Our idea of an answer to the prob- 
lem is demonstration. 

“But where can you demonstrate 
TV? On the floor of the appliance 
department? Sure—but what kind of 
demonstration is that; it can’t put 
across any of the idea of home plea- 
sure that is needed before a sale can 
be closed. So we hit upon the idea 
of demonstrating in the customers’ 
homes. 

“Now it would obviously be im 
practical for an outside salesman te 
carry a television set upon his back, 

(Continued on page 81) 





by David Markstein ¥ 














Above, top, is a newspaper ad 
typifying the first step in the rent- 
ing-selling system of television sets 
by Kirschmann’s, New Orleans. 
Above, bottom, Jack Gilbert, man- 
ager, is engaged in a bit of pre- 
liminary selling and explanation 
to a customer drawn to the store 
by the rental ad. After she has 
signed a lease, the set is installed 
in her home. At the left, these pros- 
pects will probably find that they 
are enjoying their set too much to 
give it up, and will buy at the end 
of the 15-day rental period. 
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How to Sell Electric Kitchens 


eee put one in your own home ! 


Ir was a small luncheon group of 
retail dealers and the talk, somehow, 
swung around to electric kitchens. 

In the ensuing conversation a wide- 
ly-known Texas retailer revealed that 
during the previous calendar year he 
had sold 22 complete electric kit 
chens. 

This information was something of 
a conversation stopper. For those 
present knew that few appliance deai- 
ers sell complete electric kitchens in 
volume; and they knew further that 
the population of this dealer’s com- 
munity would not exceed 5,000 peo- 
ple. 

It remained, however, for the dea! 
er’s wife to supply the tip-off on how 
this was accomplished. She assumed 
a pretty pretense of petulance and 
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with twinkling eyes, she complained 
to all present: 

“Whenever I can’t find Henry,” 
she said, “I just know he’s at home 
in my kitchen with some woman.” 

And although Henry isn’t his 
name, the charge is true, for Henry 
had been in his wife’s kitchen with 
most of the women who bought those 
22 kitchens, while Henry’s wife tend- 
ed the store. Pinned down for facts. 
then, the dealer exposed his secret 
for successful selling of electric kit- 
chens. 


“Yes, it is true,” he said, “that we 


sold 22 complete, you might say 


model, electric kitchens, last year 
And I think the reason we sold those 


kitchens is that we have a model kit- 


chen in full operation in our home. 


The retailer in this story found there was a big difference between showing 

a cold, impersonal model kitchen in his store and the kitchen actually 

installed and in operation in his home. He has found that when he or his 

wife demonstrates the advantages of their own kitchen, sales resistance is 

broken down and the prospect is convinced that the model kitchen is not 
beyond her reach. 
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by Baron Creager 


“We also have a complete model 
kitchen in operation in the store, but 
I found out there is a big difference 
between the kitchen in the store and 
the kitchen in our home. I doubt if 
we would have sold half as many kit- 
chens without a kitchen in our home. 

“It’s like this,” he continued. “The 
housewife inspects the model kitchen 
in our store and she sees a cold, im 
personal collection of equipment. The 
surroundings are commercial and the 
atmosphere is public. 

“But when I show her the model 
kitchen in our home, that’s different. 
She can visualize that kitchen in her 
own home, then. We are just ordi 
nary people in our community, as liv 
ing standards go, and we have a 
model kitchen. Therefore, she rea 
sons, such a kitchen is within het 
reach. 

“It all boils down simply to this. 
Show them a model kitchen in vout 
store and the term, ‘model kitchen,’ 
seems to overawe them. They con 
clude that the gleaming model kit- 
chen is beyond their reach. 

“But show them the same model 
kitchen in your home and sales resist 
ance melts away. The same kitchen 
demonstrated in the home convince: 
the prospect that if we have one, then 
such a kitchen is not beyond her 
reach.” 

It is true that this dealer’s 22 sales 
were not all made within the com- 
munity of 5,000. A minority of those 
22 kitchens went to rural territory. 

However, demonstration of the 
model kitchen in the dealer's home 
created such compelling urges for 
similar kitchens that some of the sales 
involved extensive remodeling of 
existing homes. One customer spent 
$3,000 to remodel a home so it would 
accommodate an electric kitchen. 

The dealer is not in’ the lumber 
or building business. His principal 
interest was to sell the kitchen. And 
this he did so effectively that the cus- 
tomers bought kitchens, even if they 

(Continued on page 80) 
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by Roy H. Knox, Secretary 


(o-op Campaign 
produces 
Sales Impact 








Electrical Association of Birmingham 


OBSERVING siGNns all around of an 
impending buyer’s market, officers of 
the Electrical Association of Birm- 
ingham early in the year began for- 
mulating plans for stimulating sales 
effort on electric ranges and water 
heaters. Outgrowth of this planning 
was the Spring Jubilee Electric Range 
and Water Heater Campaign, con 
ducted during the period April 22 
June 21, 1949. 

Features of the Spring Jubilec 
Campaign, described in this article, 
were adopted only after careful con 


(Above) Officers of the Electrical Association of Birming- 
ham, left to right, Roy H. Knox, secretary, Robert F. Hall, 
vice-presjdent, and E. G. Walker, president, held numerous 
meetings similar to this one early in the year planning an 
all-out sales effort on electric ranges and water heaters. 
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sideration of numerous devices and 
methods for improving sales effective 
ness to offset increasing buyer resist 
ance. ‘The plan of action was based 
on two well-established merchandis- 
ing principles. First, that a co-ordi 
nated city-wide promotion lessens 
buyers’ resistance and produces more 
sales for all participants. Second, 
that a properly designed sales contest 
arouses the interest and enthusiasm 
of salesmen, thus obtaining extra sel! 
ing punch. 

Membership of the Electrical Asso 


ciation of Birmingham, sponsor cf 
the Spring Jubilee Campaign, is com 
prised of all branches of the electrical 
industry—namely dealers, distribu 
tors, manufacturers, electrical contrac 
tors, and utilities. ‘The co-operative 
effort of all these branches of the in 
dustry produced a sales impact im 
possible to attain by individual pro 
motions. 


Campaign Prospectus 


Complete information on the pro 
motion was contained in a campaign 





Culmination of this planning was the Spring Jubilee Elec- 
tric Range and Water Heater Campaign, conducted April 
22 — June 21. All branches of the electrical industry in 
Birmingham participated, producing results impossible to 
obtain by individual promotions. 
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~— prepared for distribution 
to all dealers and other participants. 
It presented the campaign objectives, 
facts on the market, schedule of ad 
vertising and advance proofs of utility 
newspaper advertisements, tie-in sug 
gestions to dealers, advice to sale 
men and complete information on the 
“Dress-Up” contest for dealer sales 
men. Registration forms to enter the 
contest and self-mailing cards for re- 
porting sales were also included. 


Dress-Up Contest 


\ Dress-Up Contest was staged 
which offered dealer salesmen the op 
portunity of winning various article 
of clothing ranging in value all the 
way up to a suit of clothes. Winning 
of the clothing prizes was based on 
individual sales accomplishments. 
Each sale of an electric range or water 


} 


(Continued on page 80) 


(Above) Point-of-sale advertising 
tie-in was obiained by supplying 
dealers with easy-to-install, inex- 
pensive window displays. The dis- 
plays were designed for pasting on 
the window glass. (Right) A Dress- 
Up Contest was staged which gave 
dealer salesmen the opportunity of 
winning articles of clothing rang- 
ing in value up to a suit of clothes. 
Individual sales accomplishments 
determined the winners, and the 
sale of an electric range or water 
heater earned a designated number 
of clothing points. 
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The Dress-Up Contest for salesmen featured as a part of the Spring 
Jubilee Campaign closes June 21st. That leaves only two more weeks to . 
win that new suit of clothes or other attire, Don't get charged with 
indecent exposure like the poor guy at the bottom, And don’t get caught 


without your pants when the final gong sounds in just two more weeks, 


Sales of electric ranges and water heaters in the Birmingham area for 
the month of May broke all previous records to set a new high. So if you 
don't come out of this campaign a better dressed person, it's your own 


fault. 
IMPORTANT: As we approach the closing days of the contest it becomes 


more important than ever to report sales promptly as soon as the install 





ation is completed, Five days will be allowed after the close 





of the campaign to complete instal) of units sold during 


the campaign ver ¥e want to give every salesman credit 


for every sale made in accoraance with the contest 





BETTER win YERSELF 
A NEW OUTFIT BoOCDY, 
OR 1G RUN YE IW! r 






rules, but you must report ‘em !<"ore we can count 
‘em! 
Sponsored by 
Electrical Association of Birmingham 
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THE MOST SERIOUS problem of ap- 
pliance retailers today is the shortage 
of capable salesmen; perhaps a better 
way to state the case would be the 


difficulty of building a sales force. 

Unless this problem is successfull, 
solved soon, the present rather wide- 
spread dog-eat-dog price cutting con- 
test between retailers will be danger- 
ously extended, and the longer it lasts 
the more harmful will be the effect 
on the retail market. 

Dealers with elaborate show rooms, 
complete displays of appliances, and 
frequent newspaper and radio pub- 
licity, generally, have pitifully small 
lists of prospects and no practical plan 
for developing a remedy. They seem 
to have adopted a defeatist attitude 
that bodes ill for the future. 

It is small wonder that this state 
of affairs has come about, when we 
analyze the developments in the ap- 
pliance merchandising field since the 
war. Spurred on by factory sales 
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management, in many instances, dis- 
tributors collectively have appointed 
far too many retailers for more than 

few to have a good profit oppor- 
tunity, even when we leave out of our 
calculations the large number who al- 
ready have gone out of the appliance 
business. 

Beginning in 1946, when produc- 
tion began to pick up in volume, the 
need was for merchandise rather than 
salesmanship. Retailers and consum 
ers alike were clamoring for more and 
more appliances, and dealers were 
either doing all the “selling” them- 
selves, or were operating with a skele- 
ton crew of salesmen. The allocation 
system was in vogue; remember? 
During those days, a “salesman’s”’ 
earnings were in direct proportion to 
the number of appliances he was 
allowed to take orders for, and he 
made a pretty good income if the 
dealer for whom he worked was able 
to obtain a substantial supply from 
his wholesaler, or other sources. 

Even when production caught up 
with demand in radios, and later in 
the home laundry and water heat- 
er industries, dealers and salesmen 
weren’t too concerned, for the de- 
mand for refrigerators and ranges was 
still good and in many sections tele- 


by Douglas C. Goff 
Vice-President 

Old Dominion Distributors 
Richmond, Va. 


vision was opening new profit possi- 
bilities. 

Then came the reversal of the 
trend, and the buyer’s market set in 
in earnest almost everywhere at about 
the same time. People began to talk 
price, and the press and radio were 
full of stentorian warnings of greater 
price slashes to come, warnings to 
which the consumers paid careful and 
enthusiastic heed. Not satisfied with 
the lower prices announced by manu- 
facturers and their franchised outlets, 
consumers horse-traded around untii 
they found a retailer desperate enough 
for business, or ignorant enough of 
economics, who would take substan 
tially less than his living profit in ord 
er to reduce his inventory and be able 
to pay his more pressing obligations. 

Retailers who intended to stay ini 
the appliance business quickly decid- 
ed that, for them, the remedy was to 


employ salesmen and go out after 
orders. So they put advertisements it: 


the newspapers, and spoke to friends 
and acquaintances of their plans. 
They offered drawing accounts, large: 
commissions, even a salary to the 
occasional job-seeker who looked :s 
if he had what it took; but with rare 
exceptions the situation got worse in 
stead of better, so the drawing ac 
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counts and salaries were discontinued 
—and the salesmen quit! 

Should we conclude from all thi: 
that there is no profit for the retailer 
in the business of selling electric ap- 
pliances, and that the best thing to 
do would be to sell out at whatever 
prices we can get and look for some- 
thing else out of which to make a 
living? Let’s take a look at some 
actual cases. 

Recently I made a survey of a small 
town in Virginia, population 2,000, 
and this is what I discovered. The 
oldest and strongest hardware and im- 
plement store in the county had de- 
cided to give up selling appliances. 
after three years of touch and go 
profits. The oldest department store 
had made a similar decision. Another 
department store had just finished a 
$35,000.00 corner building in which 
appliances and gifts were featured, 
had three salesmen, and were doing 
ll right. 

Up the street a couple of blocks 
was a nice looking appliance store, 
owned by a young veteran, and fea- 
turing a leading brand of major and 
traffic appliances and radios. He 
complained bitterly about the way 
business had dropped off, and would 
have talked for much longer if I had 
been willing to stay and listen to 
him. 


Comparative Policies 


But next door to our frustrated 
friend was a place owned and oper- 
ated by two young brothers, whose 
sister kept books and looked after the 
place for them while they were out, 
and whose combination truck driver 
and handy man was about the most 
over-worked boy I have seen this 
vear. I got into this store about five 
o'clock one afternoon, and from then 
until seven when the store closed, we 
were interrupted by caller after caller 
who came in looking for a wedding 
present, or to pick up a radio or some 
small appliance that had been left fo: 
repairs. 

Not once did such a customer get 
away without being asked a running 
fire of questions—“Aren’t vou ready 
for that FM set?”; ‘““When are you 
going to let me bring out that spin- 
ner your wife wants?’’; or “I just got 
in a shipment of refrigerators, let me 
show you the best value we’ve ever 
had!” And the people responded. 
Every one of them was interested, and 
showed it. Everyone was a client of 
those boys, and you should have seen 
the box of prospect cards their sis- 
ter kept posted up to date. 

By appointment the next morning, 
one of the brothers and I went to see 


a prospect for a product we distri- 
bute, and as the distance we had to 
go was short, we walked. It took us 
nearly twenty minutes to cover the 
three blocks, for every few feet we 
had to stop to discuss some embryo- 
nic deal with a prospect. Those boys 
knew everybody, and knew of some 
appliance almost everybody was think- 
ing of buying. That was on a Friday, 
and that week they had delivered 
eleven refrigerators and four ranges, 
with a couple of spinner washers 
thrown in for good measure. And 
that in a county seat with 2.000 peo 
ple! 

It took a little longer to find the 
pattern in one of the larger centers 
of population in the state. First, I 
visited the department stores where 
I found one. which was extensively 
remodeling. had given up appliance 
merchandising; another had just farm- 
ed out its appliance department to 
an aggressive local independent deal- 
er on a percentage-of-the-gross basis: 
another had in charge of appliance 
merchandising one of the most 
charming gentlemen I have ever met 
who almost triumphantly announced 
that business was terrible. 

At a third large department store, 
the stock was dust covered, the “sales- 
men” standing around were utterly 
depressed, and the department man- 
ager had a harried expression on his 
face that reflected the bewilderment 
he clearly felt over what had hap- 
pened to byisiness. He wanted to be 
alone. 

The department store with the 
leased department was selling more 
anpliances than the others combined. 
There wasn’t a mirror in the place, 
they were doing it with salesmen. 


Rival Dealers 


My next two calls were at the 
stores of rival dealers representing the 
same big-name brand of appliances. 
At one store the owner and his wife 
were operating the business, and as- 
serted that they were losing money 
every month. At the other, the store 
was deserted except for an attractive 
voung woman and an elderly office 
man, but they had a salesman’s room 
with a large blackboard listing almost 
twenty names, and the total for the 
last of April showed sales of more 
than $70.000.00. The salesman with 
the smallest volume for the month- 
to-date had $1,400.00 to his credit. 
The leading man had over $7,000.00. 

Wherever I go now, the talk quick- 
ly gets around to the subject of ob- 
taining retail salesmen—how to locate 
them, how to interest them, how to 
pay them, and how to hold them. 
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If we run an ad in the newspapers, 
even a big display ad, the men who 
respond are either opportunists look- 
ing for a drawing account, irrespon- 
sible old characters with no initiative, 
or fellows who are just looking around 
and who dropped in on the chance 
that maybe they can get a job that 
will pay a small salary until they can 
find permanent employment. The re- 
tailer who tries to build a sales organi- 
zation with no better planning than 
that will soon exhaust his working 
capital through advances to the men, 
and in advertising bills. 


Novel Approach 


One dealer I know, in a town of 
over 25,000 population. woke up on: 
morning to find that the town’s prin 
cipal manufacturing plant had _ noti 
fied 3,500 of its employees that they 
were on “vacation,” and that until 
further notice they would operate 
only one shift. The news settled over 
the community like a dense fog. Was 
mv dealer friend dismayed? In this 
disaster he saw his opportunity, and 
he spent the better part of the next 
three days circulating among the peo- 
ple who had been laid off, recruiting 
men he thought could make a living 
for their families, and a profit for 
him, selling appliances. He found 
five who seemed to fit, and only one 
has had to drop out in the last three 
weeks. 

Just because the word “salesman” 
appears after a name in the city di- 
rectory, it does not necessarily follow 
that the man is one we are looking 
for, and almost every dealer knows 
now that there is scant value in the 
returns from local advertisements for 
men. Where, then, can we turn fot 
the answer? 

I submit that the country is full of 
appliance salesmen-in-the-rough, but 
that. in most instances, the candi 
dates aren’t even remotely aware of 
their eligibility. They are in some 
other totally unrelated employment 
now. Thev are honest, hard workers, 
have a pleasant manner in dealing 
with the public. and a strong innet 
uvge to better themselves. You will 
find them coming up to you with a 
smile and a cheerful word in filling 
stations. Thev clean your wind 
shield, look at the oil and the water 
level in the radiator, examine the bat- 
tery water, and then proceed to put 
in the gas you came to buy, wiping 
off the rear glass at the same time. 

Look around the parking areas next 
to the big chain grocery markets, and 
you'll find some young fellows carry- 
ing big sacks of groceries out to cars 

(Continued on page 76) 
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Keep Selling Payroll 


In the Safety Zone 


THE BUYER’S MARKET will demand 
better salesmanship and a bigger sales 
force, but in achieving these objec 
tives, the electrical dealer cannot dis- 
regard profits when he underwrites 
this bigger outlay for sales promotion. 
He must see that his selling salaries 
are fixed with some assurance that he 
will make a satisfactory profit. 

If he follows past procedure he is 
likely to err here. The buver’s mar- 
ket will be a big hazard to profit un 
less the merchandiser appraises his 
selling ,salaries with the right vard 
stick. 

Usually he considers this outlav in 
ratio to sales. He focuses all atten 
tion on the sales figure versus selling 
expense and pushes for increased 
volume on the assumption that the 
net profit will increase in direct ratio 
to the increased volume. 

This is probably true in a seller’s 
market when prices are rising, when 
sales come casy, when the ratio of 
selling expense to sales is low. Now 
that prices are dropping, sales resist 
ance is increasing, and overhead ex 
pense is increasing, the practice of 
computing selling pavroll in ratio to 
sales is a dangerous one 

The dealer must see that the com 
pensation paid salesmen is not only 
fair to his men, but fair to his busi 
ness, and that his selling pavroll is in 
safe ratio to sales in order to net a 
satisfactory profit. If he uses sales 
as the sole vardstick. he won’t get the 
right answer to this important prob 
lem. He should consider this ex 
pense in relation to the following fac 
tors: 

1: Margin earned on sales. 

2: Percentage of selling payroll to 
margin. 

3: Percentage of sales you can af 
ford to pay based on that margin. 

Many electrical dealers. to their dis- 
advantage, use the sales figure as the 
base when appraising the soundness 
of compensation to salesmen and thev 
overlook the more important payroli- 
to-margin percentage. 
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by Arthur Roberts 


The margin of sales remains fairly 
constant in the average business over 
a period of time and is readily deter- 
mined. 

Selling expense, overhead, and net 
profit must come out of this figure. 
The percentage of margin that you 
can afford in salesmen’s _ salaries, 
bonuses, and commissions must be 
the vardstick with which you measure 
the profitability of the payroll-to-sales 
percentage or ratio. In our work as 
public accountant in this field, we 
find that many dealers compute sales 
men’s compensation on a_ pavroll-to 
sales ratio arrived at hit-or-miss, when 
margins differ with the individual 
business. 

Average pavroll-to-sales figures for 
businesses in this field or the figures 


of the dealer in the next town are 
dangerous to use as your guides. 

Bad managerial practices, the lack 
of aggressive promotion, keener com 
petition, or the variance in_ lines 
handled, may give one dealer a lower 
over-all margin than another, so fig 
uring the salesmen’s compensation on 
the basis of sales without considering 
the payroll-to-margin ratio is hazard 
ous. 

Che figures on Chart No. I show 
clearly that margin must be included 
in any successful method of compen 
sation for selling employees. Thes¢ 
figures are merely illustrative and are 
not intended to reflect the ratios of 
anv business in this field or group 
of businesses. 

(Continued on page 79) 





Sales for the year 
Margin on sales—40 »er cent 
Selling nayroll—-18°% of sales 
Overhead expense 
Net prefit on sales for year 
Sales for the year 
Margin on sales—30 ner cent 
Selling payroll—18% of sales 
Overhead exnense 


Loss on sales for year 


Selling payroll 
Overhead exnense 
Net profit 


Total 
Selling payroll 
Overhead expense 


Less 


Total 





Chart I — How Margin Affects Sales Compensation 


Electrical Dealer Jones 


Electrical Dealer Smith 


Chart 2 — Operating Data in Per Cent 


Electrical Dealer Jones 


Electrical Dealer Smith 


$100,009 
$40,000 
18,000 
$22,000 
16,800 


$5,200 


$100,000 
$30,000 
18,000 
$12,000 
14,000 


$ 2,000 
of Margin 


$18,000— 45 per cent of margin 
16,800— 42 per cent of margin 
5,200— 13 per cent of margin 


$40,000—100 per cent of margin 


$18,000— 60.00 per cent of margin 
14,000— 46.66 per cent of margin 
2,000— 6.66 per cent of margin 


$30,000—100.00 per cent of margin 
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KNOWLEDGE of 


practical farming 
problems, farm income and finance 
problems is a decided asset in selling 
electric appliances in rural areas, ac 
cording to the experience of the 
Modern Farm & Home Appliance 
Company, Union, Mo. 

This company was established one 
vear ago by Louis E. Schmelz and his 
brother, Earl Schmelz, and was de 
signed to specialize in selling and sery 
icing equipment and ap 
pliances for farm families. 

An easy mistake to fall into when 
ooking for sales arguments with rural 
customers, the brothers pointed out, 
is to compare the selling price with 
products which the farmer sells. For 
instance, a farmer apparently can buy 
a $100 radio with less than half the 
bushels of corn he needed to buy it 
in 1941. The trouble with that the 
ory, and the point on which ever 
farmer wil] take issue, is the cost of 
producing the corn. The farmer can 
easily show that his costs of produc 
tion have risen greatly and that his 
price advantage on today’s market is 
not as great as the general public be 
lieves. 


electrical 


[his is a phase of rural selling in 
which the dealer needs to know the 
problems of the farmer. Then he 
will not make this mistake because he 
will know of the increased production 
costs on the farm and that in many 
farmers had to increase 
their inventory of mechanized equip- 
ment at highest prices in history in 
order to accomplish reasonable pro- 
duction in a short labor market. 

From a selling point, the brothers 
emphasize, a farmer can tell after a 
few words whether the salesman 
knows the farm problem. If the sales- 
man can talk the farmer’s economic 
language, then they are quickly estab 
lished on a common ground and well 
situated for discussing equipment that 


cases have 


will be of benefit to the farm cus 
tomer. 

At the moment, the Schmelz bro 
thers are engaged in a campaign to 
show their farmer-customers that now 
is the time to make improvements to 
their farm. They point out that 
farming and financing experts in the 
country are agreed that the farmei 
who has accumulated surplus funds 
should spend this money on his farm 
—to pay off mortgages, for building 
improvement, for water systems, elec 








by L. H. Houck 


tric systems, electric kitchens, and 
power equipped repair shops. These 
experts advise against the average 
farmer using his profits to acquire 
more acreage. 

The main point of such a program, 
as the brothers point out to their cus- 
tomers, is that in buying additional 
land they will buy it at its highest 
price. The value of the land may go 
down. If a farmer is heavily mort 
gaged to buy land, he may even go 
broke if land values and farm prices 
drop sharply. 

On the other hand, if a farmer has 
improved his farm and made it mod 
ern, and the time comes when he 
needs to borrow money, he can always 
get more money on such a farm than 
on an ordinary farm with ordinary 
equipment. If he does not need to 
borrow he has security, comfort and 
all modern conveniences. He has 
put an end to drudgery and by labor- 
saving equipment has made a 
stantial addition to the productive 
time of the farmer with a consequent 

(Continued on page 78) 
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Such items as electrically heated sauce pans are displayed with electric water 
heaters and electric ranges to the decided advantage of sales volume. 
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291—Home Freezers. Full information on the Orley Sixteen 
with a 16 cubic ft. capacity, and the Orley Super-Seven, witl, 
a 7% ft. capacity, is available from Orley Freezers Inc., 475 
Schaefer Road at Oakwood, Detroit 25, Mich. 


314—Fan Units. G-M Laboratories, Inc., 4300 N. Kno. 
Ave., Chicago 41, Ill., have released catalog pages of description 
on each of the four fan and fan and heater units currently in 
their line. Informative and well illustrated, these pages list 
the sizes, characteristics, prices, etc., of each model. 


345—Household Electrical Appliances. Dominion Electric 
Corp., Mansfield, Ohio, offers catalog information and detailed 
specifications on a complete line of table appliances, called 
“Family Favorites.” 


346—Room and Water Heaters. Wesix Electric Heater Co, 
390 First St., San Francisco 5, Calif., offers an 8-page illus- 
ne catalog describing Wesix products for home, office aud 
industry. 


347—Cooling and Ventilating Equipment. Complete data 
are available on Chill-Air window fans and coolers for home, 
theatre and store, recirculating pumps and blowers. Write Nu- 
tional Engineering and Sieelettndlon Co., 523 Wyandotte, 
Kansas City, Mo. 


348—Portable Circulating Heater. A catalogue sheet describ- 
ing 1320 or 1600 watt portable circulating heaters, featuring 
cool case and room-wide heat penetration, is available from the 
Titan Mfg. Co., Inc., 290 Terrace, Buffalo 2, N. Y. 


350—Fans. The C. & H. Air Conditioning Fan Co., Inc.. 
1591-1621 DeKalb Ave., N. E., Atlanta 6, Ga., have released 
an interesting 28-page booklet, “Cottongim’s Supreme Quality 
Fans.” Besides showing pictures of various models, views of 
operations inside the plant, and specifications, there is a sec- 
tion devoted to methods of installation of attic fans. 


351—Radiant Heaters. Edwin L. Wiegand Co., 7500 Thomas 
Blvd., Pittsburgh 8, Pa., has prepared a portfolio of Chromalox 
Radiant Heater Application Reports. In addition, the portfolio 
includes catalog sheets and technical data on the Chromalox 
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“RAD” heaters. For copies of this portfolio write to the 
Wiegand Company. 


355—Electric Fans. A new Emerson-Electric Master Fan 
catalog, illustrating in color and describing in detail their com- 
plete line of 1949 fans, is offered by the Emerson Electric 
Mfg. Co., St. Louis 21, Mo. 
Informative and well-illustrated 


362—Hot Water Heater. 


data are available from M. M. Hedges Manufacturing Co., Inc., 
Chattanooga, Tenn., on their line of Mertland Automatic 
water heaters. 

366—Propeller Fans. The Herman Nelson Corp., Moline, 


Bulletin 3111 containing 12 pages of 
about direct and belt 
proven unit fans. 


Ill., announces its new 
technical information and concise details 
drive propeller fans as well as practical, 


profusely illustrated booklet 
company’s line of fans. 
Manufacturing Co., 


A 28-page, 
detail, this 
Emerson Electric 


369—Electric Fans. 
describes in complete 
Booklet available from 
St. Louis 21, Mo. 


370—Seco Fans. 
Co., 4916 Easton, St. 


New bulletins by Seco-Lite Manufacturing 
Louis 13, Mo., are now available, illus- 


trating Seco Belt-Driven cooling fans and window fans. Bul- 
letins contain data on installations in homes, apartments, com- 


mercial, and industrial applications. 

374—Window and Attic Fans. <A four-page catalog piece 
completely illustrated and containing descriptive information on 
the new low cost “all in one package” window and attic fans 
has just been released by the Viking Air Conditioning Corp., 
5601 Walworth Ave., Cleveland 2, Ohio. Illustrations of auto- 


matic ceiling shutter and automatic electric timer are included 


380—Electric Water Heaters.. New specification sheets are 
now available for a full line of cylinder and table top models, 
featuring the Water Hotter, from the White Products Corp., 
Middleville, Mich. 


381—Heaters and Circulators. The complete line of Mimar 
Products, Inc., Brooklyn 5, N. Y., is included in a folder which 
gives specifications, features, and prices of all Mimar heaters 
and air circulators. 


382—Air Circulator._ An illustrated catalog page (Form 2305), 
§% x 11 inches in two colors, gives complete specifications 
and performance characteristics of the G-M 000-24-inch Os- 
cillating 3-Speed Air Circulator. A special 8% x 11 page of 
diagrams shows operation of the safety release on the oscillating 
mechanism. A chart compares performance of this model with 
other well Et makes. Also glossy 8 x 10 photographs of 
separate wall, floor, and counter models are available from G-M 
Laboratories, Inc., 4328 N. Knox Ave., Chicago 41, Tl. 


383—Fans. Catalogs Nos. 863 and 864, just issued by Chel- 
sea Fan & Blower Co., Inc., 1206 Grove St., Irvington 11, 
N. J., include descriptive copy, specifications, dimensions, photo- 
graphs, etc., of a full line of fans for residential, commercial, 
and industrial uses. These catalogues include information on 
17 types of ventilating and comfort cooling equipment varying 
in size from 12 inches to 60 inches, and in output from 1,000 
c.f.m. to 32,000 c.f.m. 


384—Electric Fans & Drills. Signal’s complete line for 1949 
is shown in a new catalog just off the press, featuring a wide 
variety of desk, pedestal, exhaust, and vent fans. Literature on 
drills, telegraphic equipment, and motors is also available from 
the Signal Electric Mfg. Co., Menominee, Mich. 
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1. This sensational Proctor 
IRON-CORDMINDER OFFER 


—and self-selling display! 


A real purse opener! Saves your customers $4.95 on $14.95 
Proctor Never-Lift Iron plus $4.95 Cordminder—only $14.95 
.-. Of $12.95 Proctor Champion Iron plus Cordminder — 
only $12.95. 30-Day Home Trial with money-back guarantee 
smashes buying resistance. Free self-selling display. Large 
space advertising. 


Here’s the deal! Order three Proctor Irons. Get THREE CORD- 
MINDERS FREE and FREE DE-LUXE DISPLAY UNIT. Your Cost 
— $26.52. Your Selling Price —$42.85. Your Profit — $16.33. 


Tee 








<b. The new Proctor 
HI-LO IRONING TABLE 


Rigid, All-Metal Construction! 


Here’s the ironing table women want for easier, 
safer, more comfortable ironing. Adjustable in 
height from 27" to 36" in 1“ steps, locks securely 
at desired height. Extra wide top means less move- 
ment of garment. Four point support eliminates 
danger of tipping. Offset legs give knee-room for 
Sit-Down Ironing. Extra long tip let garments slip 
over easily. Rubber feet prevent skidding, will not 
mar floor. Priced right for quick sales. Margined 
right for tidy profit. Production under way in 
August. Get full details now. 


$ 
PRICED TO RETAIL AT 2 95 
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ye The new Proctor 
CUSTOM TOASTER 


—with new gift display carton! 


New beauty toasts beautifully. “Color Guard” mea- 
sures toast temperature for perfect browning. Will 
reheat toast without burning. Operates silently. 
Has sliding, drawer-like crumb tray. Comes in beau- 
tiful new package that enhances its distinction, 
makes it ideal as gift. Rich-looking, attractive, 
colorful outside and in, this new carton MAKES 
PERFECT DISPLAY, as shown. Proctor Custom 
Toaster will be featured in Life Magazine as “choice 
of Hollywood stars.” 


SPECIAL DEFERRED DATING—Ask your Proctor 
Distributor for full details. 
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Clothes Dryer 


A new deluxe model Temprex 
radiant heat clothes dryer has been 
introduced by the Appleman Art 
Glass Works, Bergenfield, N. J. 

This new dryer creates infra-red 
heat and artificial breezes to dry 
clothes with the crisp, sweet fresh- 
ness previously associated only with 
out-of-doors drying. 

Housed in a fully insulated, all- 
steel bonderized cabinet with white 
baked enamel finish and work-table 
linoleum top, the Temperex dryer fits 





BAKED white 
ENAMEL FINISH 


into any kitchen or laundry and takes 
14 pounds of wet wash or 842 pounds 
of dry wash. Doors open at the front 
of the cabinet for convenience in 
hanging clothes. The wash is hung 
over removable rust-proof stainless 
steel rods (hanging space equivalent 
to 40 feet of clothes line) which slide 
forward out of the cabinet at work 
height for easy, quick loading. Tem- 
prex panels mounted at the top of 
the cabinet produce radiant heat and 
three exhaust fans circulate air for 
speedy, lint-free drying. 

Dryers can be plugged into any 
110-volt a-c outlet, eliminating cost- 
ly special installation. They consume 
approximately 1,000 watts, operating 
at the same cost as an ordinary elec- 
tric iron. No bolting down is need- 
ed since the dryer is vibration-free 
and noiseless in operation. Measure- 
ments are 36 inches long, 36 inches 
wide, and 24 inches deep. 

« 


Home Freezer 


INrRoDUCTION of a new 10-cubic- 
foot Coolerator Deluxe Family-Size 
Home Freezer, Model F-101, has 
been announced by The Coolerator 
Co., Duluth, Minn. 

With 10.3-cubic-foot capacity, the 
F-101 will freeze and store 350 to 
400 pounds of frozen foods. A con- 
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Prduct Parade 








venient storage arrangement with 
four wire baskets keeps foods up 
within easy reach and makes total 


freezer contents easily accessible at 
all times. An automatic light illum- 
inates the interior when the lid is 
raised. 

One-sixth horse power Tecumseh 
sealed. unit with Freon 22 produces 
the subzero cold and four inches of 
Cell-u-Fiber insulates the cabinets on 
all sides and bottom and is jet-pack- 
ed under pressure to prevent sagging 
or breaks. ‘The compressor carries a 
five-year service warranty, and in ad- 
dition the F-101 freezer owner is giv- 
en a free five-year food loss warranty 
which protects the contents against 
loss up to $150. 
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Norge Refrigerator 


SupporTeED by a powerful advertis 
ing and sales promotion campaign, 
a new refrigerator which “provides 
built-in automatic defrosting at a new 
low price” has been introduced by 
the Norge Division, Borg-Warner 
Corp., Detroit, Mich. 

The new refrigerator contains the 
exclusive ‘Self-D-Froster” system, 
which is built in for defrosting the 
refrigerator automatically, and elim- 
inates the need for manual defrost 


ing. 
It is an eight-cubic-foot model, 
with storage capacity for 27 pounds 


of f-ozen food, space on tie beverage 
shelf for more than a case of 12- 
ounce bottles and, among other fea- 
tures, has a “fold-away” shelf for 
greater flexibility in food package ar- 
rangement. 

e 


Electric Range 


A new Universal Speedliner elec- 
tric range with “Stor-o-cabinet” has 
been added to the electric range line, 
Landers, Frary & Clark, New Britain, 
Conn., has announced. 

The new electric range features 
three full size storage drawers pro- 
viding plus utility space of two addi- 
tional drawers for those many hard- 
to-store every day cooking utensils. 
Roller mounted, smooth sliding, they 
are easy to open and close. 

As in other Speedliner Ranges, 
the new Stor-o-cabinet model features 
the tru-bake oven, push button posi- 
























tive automatic pre-heat cut out and 
temperature control, super heat mon- 
otube thrift units, economy cooker, 
Tel-a-switch panel with signalite, and 
continuous signal minit minder. 

* 


Hair Dryer 


RECENTLY placed on the market 
by Dominion Electric Corp., Mans- 


field, Ohio, is the Dominion No. 
1802 Hair Dryer, complete with 
stand. 


The new dryer delivers both hot 
and cold air as desired, and air change 
is governed by a small conveniently 





arranged switch marked “off,” “hot,” 
and “cold.” The dryer can be easily 
adjusted forward or backward and 
turned to either side, and is easily re- 
moved from the stand for hand op- 
eration. 

The induction-type motor is non 
radio interfering, 330-watt, and is 
used only on 110-120 volt, 60 cycle 
ac. Finish is in pearl gray and 
chromium trim. 

a 


Three-Speed Player 


A VERSATILE three-speed record 
player, which solves the problem of 
finding an instrument to play stan- 
dard, as well as long-playing record- 
ings, has been developed by John 
Meck Industries, Inc., Plymouth, Ind. 

The new set, called the Meck 
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Saratoga, provides for reproduction 
of all 78 rpm, 45 rpm, and 33-1/3 
tpm records. It has a permanent 
needle and pick-up arm allowing op- 
eration in the “micro-groove”’ records, 
in addition to the standard variety. 

Retail prices for the record player 
start at $19.95. Complete with a 
molded plastic case of distinctive 
modern design, it is offered in three 
versions: a complete amplified set 
with built-in loud speaker; a wire- 
less type record player for use with 
any radio set; and a plug-in type for 
sets having a phonograph input con- 
nection. 
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Crosley Television 


Two new Crosley console televi- 
sion receivers featuring dual _televi- 
sion-FM radio reception in smartly 
styled room-harmonizing cabinets 
were announced recently by Crosley 
Division, Avco Manufacturing Corp., 
Cincinnati, Ohio. 

The new “Good Neighbor’ con- 
soles provide 52-square-inch direct 
view pictures on 10-inch picture 
tubes and complete FM radio broad- 
cast reception. Model 9-420M is of 
matched mahogany veneers, hand 
tubbed to a satin finish, while its 
companion model 9-424B is strik- 
ingly modern in blond oak. 

\n additional feature of the re- 
ceivers is a new Crosley development 
that automatically controls picture 
stabilization so that the picture is 
held steady and clear without jig- 
gling, slipping, or distoztion, the 
manufacturer claims. 

Both consoles are 34 1/2 inches 


high, 21 inmcres wide, and 19 3/4 
inches deep. 
= 
Thor Washer 
A NEW model wringer washer 


priced at $99.95 has been introduced 
by Thor Corp., 2115 So. 54th Ave., 
Chicago 50, IIl. 

According to the manufacturer, 
the washer, Model 492, has been in 



















development for the last few months 
and was designed originally to sell 
for $120.00. 

John R. Hurley, Thor president, 
reported that “the reduction from 
this price is due to a number of fat- 
tors: the trimming of manufacturing 
costs through improved production 
techniques, greater worker productivi- 
ty, and better availability of raw ma- 
terials. This washer is a deluxe mod- 
el, not a stripped-down product.” 

The new washer has an eight- 
pound dry load capacity, six-vane su- 
per agitator, and a streamlined wring- 
er with bar release. 







Chill-Air Window Fan 


MANUFACTURED by National Engi- 
neering Co., Kansas City, Mo., the 
Chill-Air Window Fan has special 
offset fan blades with quiet opera- 
tion. 

The fan is available in 16-inch and 
20-inch sizes with three motor speeds, 
and is rubber mounted. Easy to in 
stall, it is suitable for bedrooms, 
apartments, homes, offices, hotel 
rooms, cabins, etc., and fits prac- 
tically any size window through the 
use of adjustable fill-in mounting pan- 
els. 
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cost of installation and years of trouble-free service. 


Write for free completely illustrated catalog. 
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Requires an Attic Clearance 
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The New Reed 
Vertical Air Discharge Attic Fan 


Be ready for the demands of thousands of home owners whose 
houses have low attic head clearance—capitalize on the 
consumer demand for Reed Fans. Available in four sizes to 
meet every requirement, the Reed Vertical Air Discharge 
Unit has been designed to secure the utmost in simplicity, low 
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Electromode Corporation, manufac- 
turer of domestic and industrial all- 
electric heaters, at Rochester, New 
York, have announced the appoint- 
ment of two new factory representa- 
tives in the T.V.A. area. They are 
Thomas B. Owen and William T. 
Craig, who formerly served the com- 
pany as sales supervisor and engineer, 
respectively. The offices of the new 
sales agency, known as the Electro- 
mode Heating Company, are at 736 
Georgia Avenue, Chattanooga, Tenn. 

Both Mr. Owen and Mr. Craig 
will handle the entire line of domes- 
tic, industrial, farm, and explosion- 
proof heaters. They are highly quali- 
fied heating engineers through their 
years of association with electric heat- 
ing. 

e 


The recent appointment of George 
L. Drake, as advertising manager has 
been announced by E. R. Walker, 
vice-president Fedders-Quigan Cor- 
poration, Buffalo, New York. 

Mr. Drake will work with the sev- 
eral sales managers in directing the 
company’s advertising program in 
each of the various sales divisions. 





George L. Drake 


He has been engaged in various 
phases of advertising, promotion, and 
public relations for a number of 
years, with the exception of four 
years spent in active duty with the 
U. S. Navy. He was most recently 
associated with Deepfreeze Division. 
Motor Products Corporation. 


® 
C. R. Courtleigh, vice-president 


and general manager of Associated 
Stores, Inc., has announced the pro- 
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motion of William R. Brouhard to 
the post of manager of the company’s 
Sarasota, Fla., store. 

Mr. Brouhard, who joined Asso- 
ciated in January, 1946, has been ac- 
tively engaged in television, radio, 
and appliance sales in the Miami 
store, where he served as_ assistant 
manager. 

Transferred from the Miami As- 
sociated store, where television re- 
cently made its initial bow, Mr. 
Brouhasd was on hand to show the 
first television programs seen in Mi- 
ami. 


Winston Jones, former Conlon Di- 
vision sales manager of the Conlon- 
Moore Corp., has been appointed 
sales director for both the Conlon 
and Moore Divisions in the mid-south 
territory of Illinois, Kentucky, Mis 
eouri. and Tennessee, it is announced 
by Monroe A. Toussaint, assistant to 
the president. 

Mr. Jones requested the assign- 
ment when sales departments of the 
two divisions were combined. The 
Conlon Division, which manufactures 
automatic ironers and home laundry 
equipment, and the Moore Division. 
which produces gas, electric, and coal 
ranges, and gas space heaters, were 
previously operated as independent 
companies. 

Although the consolidated sales of- 
fices for Conlon-Moore Corporation 
will be in the American Furniture 
Mart, Mr. Jones will continue to 
headquarter at the firm’s executive 
offices, 1825 Laramie Ave., Chicago. 


James E. McCarthy and James F. 
Stark have been appointed sales man- 
agers of the General Electric Com- 
pany’s automatic blanket and sunlamp 
division and fan division, respectively. 

Mr. McCarthy, who has been sales 
manager of the automatic blanket 
section since 1945, will in his new 
capacity be responsible for the sales 
of his division’s entire line of pro- 
ducts, including blankets, heating 
pads, portable heaters, heat lamps, 
sunlamps, and footwarmers. 

As sales manager of the fan divi- 
sion, Mr. Stark succeeds Frank A. 
Stortz, who recently resigned to be- 
come traffic appliance sales manager 
of the General Electric Supply Cor- 
poration in San Francisco. Mr. Stark 


was formerly sales manager of the 
sunlamp and heater section of the 
automatic blanket and sunlamp di- 
vision. 

Mr. Stark joined General Electric 
in 1937 and served successively as 
heating device sales representative in 
Philadelphia, a member of the gen- 
eral purchasing office in Washington, 


traffic appliance representative in 
Kansas City, and local appliance 
sales manager in Omaha. He was 


appointed to his recent sunlamp and 
heater position in 1948. 

Mr. McCarthy came to General 
Electric in 1928 and served as heat- 
ing device and sunlamp specialist in 
the New York area until 1943, when 
he went to Boston as a materials ex- 
pediter. 

® 


Viking Air Conditioning Corpora- 
tion, Cleveland, Ohio, has recently 
announced the appointment of Roger 
Laubach & Associates, 813 North 
Brauer Street, Oklahoma City, Okla 
homa, as their manufacturers’ rep- 
resentative. 

Roger Laubach is now calling on 
furnace manufacturers, heating job- 


maf 


3 





Roger Laubach 


bers, electrical wholesalers, and _utili- 
ties in Oklahoma, Kansas, Arkansas, 
and the Amarillo, Texas area. He 
represents Viking for its complete 
line of blowers, blower packages, hu- 
midifiers, window fans, and attic fans. 

Mr. Laubach has had broad ex- 
perience in the liquified petroleum 
and natural gas industry. He for- 
merly was assistant sales manager of 
the Propane Gas Equipment Divi- 
sion of Black, Sivalls & Bryson, Inc., 
Kansas City, Missouri. 

& 


Charles P. Ouletta has been elected 
vice-president of the S. S. Appliance 
Co., 400 Center St., Little Rock, Ark. 
Mr. Ouletta will be in charge of the 
Appliance Department. 
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Two personnel changes have been 
announced in the General Electric 
Supply Corp. 

K. J. Moss has become manager of 
the Appliance Sales Division in the 
Charlotte, N. C., district, and W. W. 
Gibbs, formerly of Hotpoint, Inc., has 
joined the Atlanta district as sales 
promotion manager. Mr. Gibbs will 
assume the duties formerly performed 
by K. J. Moss, and in addition to 
these duties, the supervision of ad- 
vertising and sales promotional ac- 
tivities. 


The appointment of Rowland H. 
Caugherty as sales representative for 
the Southeastern territory of the 
Toastmaster Products Division, Mc- 
Graw Electric Company, was an- 
nounced recently by W. E. O’Brien, 
general sales manager. 

For the past year, Mr. Caugherty 
has been assisting in the company’s 





Rowland H. Caugherty 


Chicago area. He will make his 
headquarters in Atlanta, Georgia, and 
cover the states of Georgia, Florida, 
and parts of Alabama and Tennessee. 

Prior to his employment with 
Toastmastez, Mr. Caugherty was in 
the sales department of the Todd 
Company, Inc., of Chicago, after 
serving five years in the Navy during 
World War II. 


J. W. Dunbar, who was formerly 
in charge of advertising and sales pro 
motion of General Electric refrigera- 
tors and home freezers, has been ap- 
pointed supervisor of sales planning 
and merchandising for the company’s 
household refrigerator division. He 
is succeeded by Fielding Chandler, 
who previously was responsible for 
dealer sales of refrigerators and freez- 
ers. 

Mr. Dunbar joined General Elec- 
tric in Cleveland in 1917, and since 





1920 has served in a number of ad- 
vertising and promotion capacities 
for the company’s major appliances. 
Mr. Chandler has been connected 
with refrigeration merchandising and 
advertising since he came with the 
company in 1927. 
° 


Albert J. Brock and Arthur L. Scaife 
have been appointed major appliance 
and traffic appliance merchandise 
managers, respectively, for the Gen- 
eral Electric Co., it has been announ- 
ced by A. M. Sweeney, general sales 


manager of the G-E Appliance & 
Merchandise Dept. 

I. P. Pruitt succeeds Mr. Brock as 
manager of sales services for the de- 
partment. 

Mr. Brock joined General Electric 
in 1936, and since the war has served 
successively as manager of the Home 
Bureau, assistant manager of construc- 
tion materials sales, and manager of 
sales services. 

Mr. Scaife, who was formerly mau- 
ager of merchandising for the Ap- 
pliance & Merchandise Dept., came 











W-16 is a_ Lightweight, 
Portable Model for all a- 
round use. Easy to handle. 





W-400 or W-500 Modes 
move 4000 to 5100 C.F.M. 





Cool comfort for the entire 

home! Attic Model capaci- 

ties from 7050 C.F.M. to 
21500 C.F.M. 
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2310 Superior Ave. 


DOUBLE YOUR 

SUMMER PROFITS 
with REX-AIRATE 
Comfort Cooling Fans! 


Here is an enormous market 


with far more prospects than you 
can handle! The greatest potential 
market for summer comfort cool- 
ing is in the residential field. Thou- 
sands of home owners and apart- 
ment dwellers have found that air 
— nature’s cooling method — is 
the solution for heat relief at low 
cost. 


Any dealer who has successfully 


sold electrical appliances can mer- 
chandise REX-AIRATES. No spec- 
ial training is required, installation 
and service problems are minor. 
They are suitable for any home — 
large and small — the line com- 
prises 15 models from the small 
W-14 window fans listing at $42.90 


to the large volume attic-pak fans. 


More and more alert dealers are 


profiting by selling REX-AIRATES. 
If you are not obtaining your share 
of this fast growing business, start 
doing so now by writing for catalog 
ES. By all means don’t delay. 


@ 
sn” 
ROLSanc—> 
Div. of 


THE CLEVELAND HEATER CO. 
Cleveland 14, Ohio 











with the company in 1928, and has 
held ‘a number of positions in adver 
tising, sales promotion, and merchan- 
dising. 

In his new position, Mr. Pruitt is 
responsible for the operations of the 
company’s Home Bureau, Consum- 
ers Institute, retail development, and 
sales service sections. He also con- 
tinues as manager of the Home Bu- 
reau, a position he has held since 
January, 1948. 

°° 


Announcement has been made that 
Tom Glasgow, Jr., former sales man- 
ager of the Glasgow Supply Co., 224 
South Cedar St., Charlotte, N. C., 
distributors of electrical appliances, 
has become vice-president in charge 
of the firm’s electrical appliance and 
floor covering division. 

a 


The appointment of L. E. Rhodes 
as sales manager of the B & B Appli- 
ance & Supply Co., New Orleans, La., 
has been announced by T. S. Bridges, 
president of the company. 

7 


An announcement made recently by 
T. J. Reneberg, president of the Mar- 
tin-Wright Electric Co., San Antonio, 
Texas, named J. C. Gordon as retail 
sales manager for the company. 

e 


Greenville Appliance 
Store Changes Hands 


Two well-known men in the ap- 
pliance field, Sam Ross and Joe Reed, 
of Greenville, Tex., have purchased 
the Perkins Brothers Appliance Store, 
in Greenville. The new partnership 
will be known as the Ross and Reed 
Appliance Co. 

Appliances for the home and for 
commercial use as well as for all types 
of industry will be available at the 
new store. In conjunction with the 
sale of appliances, the store will offer 
a complete repair and installation ser- 
vice on all kinds of equipment. 

9 


A NEw record shop in Charlotte, 
N. C., is Schuster & Little, at 115 
S. Church St. Vacuum cleaners and 
traffic appliances will also be handled 
by Otto Schuster and Joe Little, the 
owners. 

e 


Two Mena, Ark., business fi:ms ac- 
quired a new address recently when 
the Myers Plumbing Co., and the 
Brown Electric Co., who have had 
their place of business in the Car- 
penters Building on De Queen Street, 
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moved to a new location at 820 
Mena St. 

The two firms, who have been 
together for some time, are open for 
business at their new location and 
have on display complete lines of 
electrical and plumbing fixtures. 

o& 

A CHARTER has been granted to the 
Guilford Appliance Co., Inc., of 
Greensboro, N. C., to deal in elec- 
trical appliances. Authorized capital 
stock is $50,000; incorporators are 
Arthur Jarvis, Mrs. Eveleen Jarvis and 
John Jossey, all of Greensboro. 

# 

SERVICE, repair and heating depart- 
ments will be featured by the Tuttle 
Appliance Co. Stores, owned by M. 
U. Tuttle, in Louisburg and Frank- 
linton, N. C. 

e 

Just OPENED for business at 3361 
S. W. Third Ave., Miami, is Billings 
Appliances, Inc., handling a complete 
line of appliances, including radio 
and television sets. 

e 

Wirn capital stock of $50,000, 
Supply Agency, Inc., of Durham, N. 
C., has been organized to operate 
an appliance store. Incorporators are 
listed as H. M. Michaux, M. E. John- 
son and M. F. Michaux. 

we 

Tue Kenneth Kraft Company has 
been chartered at Pine Bluff, Ark. 
to sell home and commercial appli- 
ances. Capital is $100,000, and in- 
corporators are Kenneth Kraft, R. A. 
Martin and H. A. Price. 

e 

A CHARTER has been obtained for 
the Todd Electric Co., Inc., of Wen- 
dell, N. C., to sell electrical appli- 
ances. Authorized capital stock is 
$100,000; incorporators are M. C. 
Todd, Curtis Todd and E. H. Man- 
tych, all of Wendell. 

ca 

ReEcENTLY opened on Broad Ave., 
Cartersville, Ga., is McGarity’s Ap- 
pliance Store, handling a complete 
line of appliances. Winn Roberts 
is manager. 

+ 

Tue Modern Appliance Company, 
of Waco, Tex., has been granted a 
50-year-charter of incorporation. In- 
corporators are F. L. C. Greer, C. N. 
Hill, and J. R. Patton. Authorized 
capital stock was listed at $20,000. 

w& 

RECENTLY opened in Henderson, 
Ky., is the Appliance Center, at 227 
First St. A complete line of appli- 
ances will be handled by the firm, 
owned by J. P. Pantaleone and Don 
Sparks. 


Tue 80-year-old Schoellkopf Com- 
pany of Dallas, Texas, held formal 
opening of its new Shreveport outlet 
of its Appliance Division at 1307 
Marshall Street recently. The firm is 
one of the first of 6 businesses open- 
ed in Dallas in 1869, and is a whole- 
sale concern with headquarters in 
Dallas. J. R. Booth is manager of 
the company’s Appliance Division 
and has his headquarters in Dallas. 
Doyle C. Poston will be in charge of 
the Shreveport Appliance Division of 
the company. 

® 


A CHARTER from the Secretary of 
State has been received by the Gen 
eral Appliance Co., Quincy, Fla., to 
deal in electrical appliances. Auth- 
orized capital stock of 100 shares, par 
value $100 each. Incorporators were 
listed as C. H. Bentley, M. N. Smith, 
Jr., and Sue Smith. 

*” 


CuarTerR from the Secretary of 
State has been given to Kent Appli- 
ances, Inc., Miami, Fla. Authorized 
capital stock is 50 shares, no par, and 
incorporators are Arnold H. Kent, 
Leah B. Kent, and Daniel Satin. 
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Wanted: 
More Salesmen 
(Continued from page 67) 


for women customers. Follow them 
back into the store, and you'll be sur- 
prised at how versatile they are, and 
how cheerful. They bring out stock 
from the warehouse, help mark it 
with prices, sweep, pack bags at the 
cashiers’ counters, and barely make a 
living in cases I have investigated. 

The drug store fountains, apparel 
store counters, hot dog stands, all 
offer a fine hunting ground for young 
men who can make a living for the 
appliance retailer if—and that is the 
big word—they are carefully selected, 
thoroughly investigated, and properls 
trained and directed with a plan of 
selling that will enable them to earn 
a living while they learn the business 
and, at the same time, do not rep- 
resent a new financial burden on the 
dealer. 

We should not, for a moment, ex 
pect these boys to: be able to start 
right out bucking the market for re- 
frigerators, ranges. water heaters, and 
other major appliances. You would 
not expect an ex-attendant at a filling 
station to come back with an order for 
an electric kitchen, or an upright 18- 
cubic-foot home freezer when the 
dealer around the corner has been 
trying to sell his 10-cubic-foot freezer 
at cost for a year. ‘These salesmen 


ELECTRICAL SOUTH for AUGUST, 1949 





De 


— i. peo oh 


an a fa ee ek 


ae 





will have to crawl before they walk, 
and less than half of them will be cap 
able of running with the ball under 
a year of training. What can be done 
with them? 

We have found that there is a 
vast new market, relatively untouch- 
ed, for certain appliances that can 
be sold profitably from door-to-door. 
Vacuum cleaners of all three types 
come in this category, and at least 
one small washer. 

‘Take the small washer as an exam- 
ple. We made a test in one citv re 
cently where the dealer had to be 
shown, and our wholesale salesman 
made 14 calls accompanied by the 
dealer’s used car salesman who just 
went along as an observer, if vou 
please, and secured 11 demonstra 
tions and five sales in one day. 

It must be admitted that three 
of the five sales were doubtful credit 
risks, but one of the three was so 
thoroughly sold that she has since 
saved up enough money to make a 
satisfactory down payment and now 
owns the washer. This dealer is scout 
ing around for sales candidates now. 

The first step in interesting th< 
prospective salesman is to call at his 
home, where his wife must be in 
agreement anyway, and sell him the 
product you want him to sell for you. 
Explain the possibilities of your plan, 
let him see what’s in it for him; make 
sure he understands that he will not 
be left without proper direction and 
suitable training. Have a plan fo 
him to be paid for prospects he dis- 
covers for major appliances you sell, 
and tell him the details. 

Tell him he will have a big enough 
“territory” to provide him with pros 
pects from now on, and that he will 
be in line for promotion as fast as he 
can demonstrate his fitness. He will 
not need an automobile, for it will 
take him all day to circle a clover leaf 
of four residential blocks. Finally, 
you'll be rewarded by finding the 
man you're after. Both of you will 
be sure when that happens, but vou, 
the dealer, still have work to do. 

Your wholesaler and his representa 
tive have a stake in this plan, too. So 
get them to help, particularly in train 
ing the new men, and in going with 
each man on his first few calls until 
he can proceed under his own steam. 
A new retail salesman is the equiva- 
lent of an order for several hundred 
washers, or vacuum cleaners, you 
know, and what wouldn’t you give for 
such an order! What wouldn’t a dis- 
tributor give, for that matter? What 
would you give? 

Here’s how the plan works out. 
Let’s say the new salesman has been 
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Install 


and Blower 


js 
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/ 1. Nail Blo-Fan housing to ceil- 
ing joists with 3 nails. Run cir- 
cuit into knockout box to stand- 
ard receptacle. Use standard 

3%”x10” duct 

Pf Time: 20 to 40 minutes 

2. After ceiling is finished, plug 

the Blo-Fan combination fan 

and blower motor unit into out- 
let. Three grease resistant neo- 
prene feet hold unit in housing. 

No tools used for this operation 

Time: one minute. 


~\ 





3. Grill is held in place by one 
center knob screwed on spindle. 
No tools used for this operation 
Time: 20 seconds. 

Total time 21 to 41 minutes. 
There’s extra profit in Blo-Fan. 


* 


*Trade Mark Reg. 
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ELECTRIC CEILING VENTILATOR 


SPOT ventilation at the point of air pollution + For kitchen, bath, game room and laundry 
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broken in, and that he is out after 
orders for a small washing machine. 
He is an expert demonstrator. His 
wife and you, or the wholesaler’s sales- 
man, have seen to that, and so he 
starts out at a corner house, leaving 
the washer on the sidewalk. His story 
goes like this: 

“Good morning, I’m Bill Smith, 
with the Jones Electric Company, 
I’m a salesman. There (and he 
points to the washer) is the most re- 
markable washing machine I’ve evei 
seen. (And he briefly recites what 
it will do). I'd like to bring it in 
and demonstrate it for you. It will 
only take a few minutes.” 

The customer may say yes, or, more 
likely she will say they already have 
a washer, or simply will decline the 
offer. Then the salesman says, if he 
is turned down on the demonstration 
offer: 

“We also sell a very fine vacuum 
cleaner, I’d like you to let me dem- 
onstrate that for you.” If again 
turned down, he starts to leave, and 
says: 

“Oh, by the way, what is the next 
appliance you folks are thinking of 
buying?” Almost invariably he will 
get a prospect for some appliance 
with this approach. And the last re- 
mark in his routine is “Thank you 
so much for your kindness, who lives 
next door?” 

On the way down to the sidewalk, 
he notes the name of the next door 
neighbor in his memorandum book, 
and the appliance in which the peo- 
ple, in the house he is leaving, were 
interested in. He pushes the washer 
down the sidewalk and starts all over 
again with his sales talk. 

At the end of the day, if it was an 
average day, he has made four or five 
demonstrations, one and a half, or 
two, sales, and has page after page 
of prospects for small and major ap- 
pliances for his employer to target 
with sales promotion material, and 
for senior salesmen to close. This 
is the method used so successfully by 
my dealer friend in the town where 
3.500 were laid off a few weeks ago. 
His business has picked up steadily. 

On rainy days, our new salesman 
isn’t idle by any means. He tele- 
phones the people he has sold to in- 
quire how they are getting along with 
their new washer, and finally asks 
each one, “Tell me someone you think 
would be interested in having one like 
yours.” The prospects from this 
source will result in nearly 50 per 
cent sales. Then he can ’phone those 
who almost bought, and many of 
these can be salvaged. 


The salesmen who have a part in 
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such a program are really building a 
business for themselves. They are 
developing a clientele just as surely 
as a lawyer or a doctor has a clientele. 
And speaking of lawyers and doctors, 
did you ever stop to think of how 
many years they must spend in train- 
ing before they can start making a liv- 
ing? Salesmanship holds every assur- 
ance of a dignified, prosperous living, 
and is a profession in which you 
write your own pay check. You might 
pass those thoughts on while you are 
selling that candidate you'll be talk- 
ing to soon. 

Don’t sell the appliance retailing 
business short, but as you know too 
well, it takes some “git up and git” 
on the part of the owner or manager, 
as well as on the part of the seldom 
seen “salesman” to make it show a 
profit. 


Accent On 
Rural Selling 


(Continued from page 69) 


good effect on the income. He can, 
as the brothers tell their customers 
in plain words, make more money eas- 
ier on a modernly equipped farm than 
on the other kind. 

This campaign has been carried 
out with telling effect and a high 
volume of sales that thas virtually 
made it possible to place all of the 
electrical equipment they could get 
during their first year of business. 

Refrigerators are the top item for 
the farmer after he has been hooked 
up to the power lines, Mr. Schme!z 
said. 

Many farmers in this trade territory 
are experimenting with the idea of 
building walk-in refrigerators in their 
basements, and Modern Farm & 
Home Appliance Company has been 
making estimates for them on the 
cost of construction. Some of these 
walk-ins are about five feet square, 
and several are larger. The general 
plan is to use one temperature, al- 
though several are planning two com- 
partments with two temperatures, and 
to store food for their own consump- 
tion rather than for a favorable mar- 
ket. 

For the farmer who has just been 
served with electric power, the broth- 
ers offer to help the customer plan 
his electrical appliances and distribute 
their purchase and payment over a 
long period of time. 

The problem in such cases involves 
the need by the farmer of nearly 
every item of electrical appliances in 
common use from electric hand irons 
to electric water heaters. Much, of 
course, depends on the financial re- 


sources of the customer, but those 
in medium circumstances can atrang2 
terms that will fit in with the time 
they receive their income from farm 
crops. They need help in selecting 
equipment so as to get first things 
first. 

Hot water heaters are in good de- 
mand and get a favorable rate on a 
flat-rate basis in this section. 

Much of the selling depends on 
what the farmer buys first. If he has 
no water system, the brothers are 
ready to sell him one and install it. 
Often, however, the farmer will be 
content to do without an electric 
water system and wants to buy a re- 
frigerator and possibly an_ electric 
range and electric pump. 

The brothers help in such cases by 
selling him an electric pump that will 
become the pumping part of the fu- 
ture water system. ‘The farmer can 
pipe his kitchen and build his mod- 
ern bathroom anytime he wants to 
and hook on to this pump. 

The sale of automatic washers and 
electric water heaters are pretty much 
stymied until a water system has been 
sold. 

After the farmer has been started 
on the road to modernization with a 
pump and a refrigerator, they often 
sell him a conventional electric wash- 
ing machine because it does not de- 
pend so much on hot and cold run 
ning water. 

Circumstances alter all cases, the 
brothers said. For instance, they re- 
cently sold a new customer a water 
pump outfit. He piped a kitchen 
sink for hot and cold water, convert- 
ed a portion of a side porch into a 
laundry room, and piped it for hot 
and cold water and suitable drains. 
He then bought a large-size automa- 
tic electric water heater and an auto- 
matic washing machine and left the 
installation of the bathroom as the 
next project. In putting in the pip- 
ing, it was planned with the other 
connections in mind and _ provision 
was made for taking off the lines at 
the proper places. 

Outside selling with accent on serv- 
ice will be the order of tomorrow 
with Modern Farm & Home Appli- 
ance Company. The brothers and 
their salesmen will travel in pickup 
trucks or passenger cars, and each 
farmer in the trade territory will be 
visited sooner or later. Each car will 
carry a stock of v-belts which will fit 
refrigerator units, home workshop 
tools, and dairy equipment. Each 
car will carry a stock of incandescent 
lamps and a supply of fluorescent 
lamps. A small stock of traffic ap- 
pliances, such as irons, toasters, mix- 
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ers, hot plates, and soldering irons, 
will be carried both for sample dis- 
play and immediate delivery to the 
customer. 


A complete stock of fractional 
horsepower motors will be stocked. 
During the first year of business, they 
report that almost all of the motors 
sold were to replace a worn-out motor 
on some machine. 

They anticipate a large demand 
for motors, however, due to farmers 
improving their working conditions 
with motor-driven labor-saving ma- 
chinery. Talks with prospects in the 
area disclose that many are planning 
on building a complete farm work- 
shop which will be powered with 
numerous motors, driving lathes, pow- 
er hacksaws, drillpresses and the like. 
Corn shellers, conveyors, hammer- 
mills, many of which are now power- 
ed by small gasoline engines, will be 
converted to electric power when the 
engine requires replacement. A sur- 
vey indicates that some farms will 
eventually own as many as 30 electric 
motors and that a large number of 
them now have from five to ten mo- 
tors. 

In this phase of their service to 
the farm, they will offer a complete 
service which will include determin- 
ing the correct horsepower needed, 
provision for attaching the motor to 


the machine, and the necessary wir- [GUARD}> 
ing. BLADE | 
a ° MOTOR| 
he company now makes its own | PULLEY ASSEMBLY! 

| Attn | 


office space and the remainder to a 
modern shop for the service of refrig- 
erators, radios and all kinds of ap- 
pliances. 


Keep Selling Payroll 
In the Safety Zone 


(Continued from page 68) 


Jones earned $5,200 net profit dur- 
ing the year. Smith lost $2,000 du:- 
ing the same period, yet, they both 
had the same sales volume ($100,- 
000), the same selling payroll-to-sales 
ratio, and Smith’s overhead expense 
was less. Now, let us analyze the 
breakdown of margins earned by these 
dealers. 

Jones can afford an 18 per cent 
payroll-to-sales ratio because he has 
the payroll-to-margin that can stand 
it. Smith, even with a lower over- 
head against the same volume, can- 
not afford an 18 per cent payroll-to- 
sales ratio because the payroll-to-mar- 
gin ratio is too high. When the pay- 
roll-to-margin ratio exceeds 45 per 
cent, it is time to reduce it. 

Some dealers cannot stand this ra- 
tio and earn maximum profits. It all 
depends upon the lines sold, man- 


agerial efficiency, and other internal 
factors. Ifa dealer earns a high aver 
age margin on sales, he can afford a 
bigger payroll-to-sales ratio than a 
dealer who sells his wares at a lower 
average margin. We do not offer 
standard ratios for readers to follow. 
There are none. The reader must set 
up standards suitable to his operations 
from a study of his experience figures 
and check results with the formulas 
given in this article to see that the 
ratio of payroll-to-margin is kept in 
the safety zone and not allowed to 
become excessive. Our purpose here 
is to point out an element of busi- 
ness analysis that must be watched 
carefully in the buyer’s market be- 
ceuse it has a big bearing upon ulti- 
mate profit. 

The figures on Chart II show clear- 
iy why some managements can affo:d 
to pay a larger payroll percentage on 
sales than others, yet, in remunerating 
employees or when analyzing the re- 
sults of operations, compensation is 
usually computed solely on the basis 
of sales and checked against the aver- 
age figures for a group or the entire 
field when the different over-all mar- 
gins earned by different electrical 
dealers make such procedure hazard- 
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plete job including the wiring when 
the unit is sold. 

Their first year in business did not 
indicate too much of a demand for 
cooling equipment such as attic fans 
and hay driers. They anticipate that 
this will be a natural development as 
the greater needs for other appliances 
are satisfied and the cost has been 
more or less blended into the past. 

The farmer is highly service con- 
scious, the brothers report. In in- 
stalling electric equipment of which 
he has but a small knowledge, he is 
certain to want to know who takes 
care of it when it breaks down and 
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With the Fastest Selling Fan Yet! 


Completely packaged, everything that's needed, 
quality parts—at a very low price. Everybody's 
looking for low prices—your customers will snap 
‘em up. Fast seling—quick turnover—good profit! 


WRITE FOR INFORMATION 
S. J. STEWART [ELECTRIC] 


527 St. Joseph St. New Orleans 12, La. 


what it is going to cost. For these 
reasons, the brothers stress the sub- 
ject of service with each customer. 

They furnish a day-and-night serv- 
ice on all appliances they sell. They 
also operate a full-scale refrigeration 
service department. 

When they opened their establish- 
ment a year ago, they built their own 
building and designed it especially 
for their business. About half the 
floor space is devoted to display and 
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From now on, the reader must do 
a more precise costing job to keep in 
the clear on profit. Even the dif- 
ference of one or two per cent one 
way or the other on margin may in- 
crease or decrease the net profit 30 
per cent or more. 

Analyze your own margin, using 
the formulas given here, to find out 
what compensation you can afford to 
pay your salesmen or allow for selling 
expense and don’t depend upon the 
other fellow’s figures. The harder it 
is to sell, the more it costs to sell. 
Margins in a buyer’s market are al- 
ways lower than margins in a seller’s 
market. Then, too, salesmen are 
more prone to sell lower-margin items 
in a buyer’s market. Their dolla: 
volume may be high, but the mar- 
gins earned on their sales may be low. 
If the dealer keeps his eyes glued to 
the sales figure instead of the margin, 
he will get a false impression of the 
profitableness of his selling efforts 


and the effectiveness of his sales 
force. 
Many dealers are now giving 


bonuses of one kind or another, some 
are staging sales contests, others are 
using profit-sharing plans, some are 
paying salary and commissions, all 
outlays which must be appraised from 
the standpoint of profitabilitv or the 
dealer may find that his selling pay- 
roll, en toto, is too high although in 
ratio to sales it may seem reasonable. 
The way to check the soundness of 
your salesmen’s compensation plan 
is to view it in ratio to the margin 
earned as well as the sales dollar. 


Co-op Campaign 
Produces Sales Impact 
(Continued from page 65) 


heater earned a designated number 
of clothing points. At the close of 
the campaign dress-up _ certificates 
Were issued to the salesmen showing 
the number of clothing points each 
one had earned. Arrangements were 
made with two clothing stores to re- 
deem the certificates for various items 
of clothing as selected by the sales- 
men. A number of salesmen earned 
sufficient points to win new suits. 
Financing of the prizes was han 
dled through contributions by distri 
butors and the utilities. Each dis- 
tributor paid $1.00 into the prize 
fund for each electric range and wat- 
er heater of his brand sold and in- 
stalled by dealers during the’ cam- 
paign period. Another dollar was 
paid by the utility on whose lines the 
range. or water heater was connected. 
[hese contributions were sufficient to 
take care of the entire cost of thr 
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prizes awarded. 

An interesting sidelight was the 
fact that the Dress-Up Contest had 
equal, if not greater, appeal to the 
women. Considering the large num- 
be- of women engaged in retail ap- 
pliance selling this point is important 
in planning a sales contest. 


Newspaper Section 


Opening announcement of the 
event to the public was made by a 22- 
page Electric Appliance Spring Jubi- 
lee newspaper section in the Birming- 
ham News. The cover, in two col- 
ors, featured photos of unusually at- 
tractive all-electric kitchens in Birm- 
ingham homes. Prominently featur 
ed was an invitation to the public to 
visit elect-ical dealers’ stores during 
the Sprine Jubilee showing of elec- 
trical appliances. Stores throughout 
the section mingled with appliance 
advertising in presenting the better 
living benefit of using the various 
electrical anpliances. Practically everv 
angle of electrical living was covered 
bv both stories and photographs—all- 
electric kitchens. home freezers, elec- 
tric cooking. electric water heating 
home laundry, adequate wiring, bet- 
ter lighting, electric refrigeration, 
dishwashers. clothes dryers, attic ven 
tilation, and electricity on the farm. 

Favorable comments heard from 
customers regarding the appliance sec- 
tion would seem to indicate that the 
story of electrical living is news 
worthy. 


Kick-Off Meeting 


To acquaint dealers and home ap- 
pliance salesmen with details of the 
campaign and enlist their enthusiastic 
participation, a kick-off meeting was 
held on April 21. Featured speaker 
for the occasion was Vernon FE. 
“Sam” Vining, nationally known 
sales consultant, who sounded the 
kevnote of the campaign when he 


said: “The buyer doesn’t come 
around and kiss the salesman any 
more. He expects the salesman to 


do the puckering now.” More than 
225 dealers and appliance salesmen at- 


tended the meeting. 
Utility Advertising Support 
% 


The public was exposed to the 
heaviest advertising barrage by ap- 
pliance manufacturers, distributors, 
dealers, and the utility in the history 
of appliance merchandising in Birm- 
ingham. Strong utility advertising 
support was provided by the Birming- 
ham Electric Company through a 
schedule of large-space ads appearing 
weekly in three daily newspapers dur- 
ing the entire campaign period. These 


ads urged the public to visit the 
Spring Jubilee showing of electric 
ranges and water heaters at dealers’ 
stores. Dealers were shown advance 
proofs of utility ads and given the 
opportunity to schedule tie-in ads. 
Additional support was provided by a 
two-months’ showing of 400 car cards 
in trolleys and buses. Also, the util- 
ity provided home economists for con- 
ducting cooking schools and dem- 
onstrations in dealers’ stores. Like- 
wise daily cooking demonstrations 
were held in the utility’s electric kit- 
chen auditorium. 


Window Displays 


Point-of-sale advertising tie-in was 
obtained by dealer window displays 
throughout the Birmingham area. An 
easy-to-install, inexpensive window 
display was designed and made avail- 
able without cost to dealers. Daistri 
butors paid for the displays, each one 
taking a designated number and being 
responsible for their distribution to 
dealers. 

The display was designed for past- 
ing on the window glass and consisted 
of a colorful Spring Jubilee banner 
and vari-colored circular cutouts car 
rving messages on the advantages of 
electric cooking and water heating. 

Results 

Eighty-five appliance dealers hav- 
ing a total of 339 salesmen registered 
in the campaign. Final sales figures 
were not available at the time this 
article was written; however, electric 
range and water heater sales in the 
Birmingham area for the month of 
May reached a new all-time high. Re- 
ports obtained from a cross-section of 
distributors and dealers showed that 
in most cases sales were running well 
ahead of the same period in 1948. 
These results offer proof of the value 
of joint, co-ordinated sales effort. Un- 
doubtedly, the Spring Jubilee activity 
has provided a strong and timely sales 
stimulant. 


How To Sell 


Electric Kitchens 
(Continued from page 63) 


had to remodel first. 

in this respect, this dealer holds an 
advantage. 

“When I was in college,” he ex- 
plained, “I started out to be an archi- 
tect, so I have a pretty good knowl- 
edge of building. And I have some 
electrical engineering in my system, 
too. 

“So when I started talking to a 
prospect about an electric kitchen, 
and when it came to a point of dis- 
cussing installation of the kitchen, 
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this knowledge was invaluable. 

“When a woman ‘is convinced you 
know what you are talking about, she 
is sold. And I was able to show them 
just what would have to be done to 
make a home adaptable to an elec- 
tric kitchen. And they believed me. 

“Now, I realize that few hardware 
dealers have the technical knowledge 
I happen to have. But it does seem 
to me that a hardware dealer could 
accumulate some of this knowledge 
and reinforce it with the knowledge 
of others in his community who are 
experts. It might even pay him to 
make a consulting arrangement with 
an architect.” 

This dealer expects to continue sell- 
ing electric kitchens and he is not 
fearful of competition from any 
source. He, and other dealers in oth- 


er communities of similar size, have 
outstanding advantages. 
Their communities are so small 


that size does not encourage competi 
tion on a big scale and the dealers 
know everyone in the community and 
in its trade territory. 

But a model kitchen on display in 
the store will not make the sale. a 
cording to the experience of this dea 
er. It takes a medel kitchen in the 
home, he says, to break down sales 
resistance and convince the prospect 
that “the model kitchen” is not be- 
vond her reach. 


C- 
} 
i1- 


Television Rental 
Steps Up Sales 
(Continued from page 62) 


knock at a door, and say, ‘Lady, I 
want to demonstrate this video set.’ 
So our idea is to rent the sets out in 
order to get them demonstrated in 
our prospects’ homes. 

“We are definitely not in the rental 
business. We don’t want it. We 
want to sell television sets. So we 
have set up our plan to make the 
rental steps a customer takes lead him 
into a sale; and we have adjusted the 
campaign to weed out the merely 
curious and the irresponsible.” 

There are four steps in the Kirsch- 
mann’s renting-selling system for vi- 
ceo sets. ‘They are: 

1. Casting out for prospects. 


“We use plenty of newspaper space 


to do this,” Mr. Gilbert explains. 
“Newspaper was picked to sell the 
plan because, in our opinion, it takes 
the printed word to explain a mod- 
erately complicated deal. The spok- 
en word won't do the selling job we 
want done. Newspapers rather than 
direct mail are indicated because there 
is nothing selective about the plan. 
Everybody is a prospect.” 


A typical in this Kirschmann’s 
campaign covered five columns _ by 
265 agate lines in the New Orleans 
Times-Picayune. The two afternoon 
newspapers are also used. It was 
headlined: “Rent a new television 
set! Give your family entertainment 
at home for as little as 50 cents a 
day”! The ad pointed out the rental 
prices—ranging from 50 cents per day 
for a table model T’'V set, through 75 
cents a day for a consolette set, to an 
even dollar a day for a combina- 
tion radio-phonograph-television set. 
The selling prices of the sets were 
indicated, although there was no fur- 
ther effect, in the rental ads, to close 
a sale. 

“We angled the rental advertise- 
ments and, indeed, the initial selling 
talks as well, on rentals instead of 
sales,” Mr. Gilbert explains. ““We 
had a good reason for doing this. We 
did not want to go into the rental 
business, but we did not want to 
scare any prospects off either. The 
selling part was reserved for a later 
step in this merchandising plan.” 

When the prospects have been 
pulled into the Kirschmann’s store, 
located some 30 blocks below the 
main Canal street business district of 


New Orleans, the next step in the 
TV plan is to— 
2. Lease the sets. 

“When the customers come into 
the store in answer to our TV rental 
ads, we are careful, again, not to over- 
do the selling talk. The big punch 
comes later,”” says Jack Gilbert. 

“Of course this doesn’t mean that 
we simply wrap up the set and hand 
it over to the customer. A certain 
amount of preliminary selling has to 
be done, as well as explanation, and 
the lease has to be signed. 

“We get regular leases on these 
sets. We have two purposes in doing 
so. The first is to protect ourselves 
in event of damage to the sets, and of 
persons holding on to them. ‘The 
second is to weed out the merely 
curious so-called customers. There 
are people of this sort in every town 
who will try to latch-onto any deal 
that looks easy and doesn’t cost any 
thing, whether it is of any use to 
them or not. We want only genuine 
prospects for sales of television sets 

“As a matter of fact, the only put 
pose of the rental charge is to weed 
out these same curious people. It 


has been deliberately set very low so 
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Here’s just the fan to reach the huge market of homes, 
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that it won’t bar out true prospects, 
but high enough—we think—to dis- 
courage men and women who only 
want something for nothing.” 

The leases extend for 15 days. “We 
don’t renew them after that, and we 
will not sign a lease for a shorter 
period,” Jack Gilbert says. 

“Any longer period would be too 
long because we don’t want to keep 
them out—we want to sell the sets. 
And any shorter period wouldn’t give 
the customer a_ sufficiently sharp 
taste of the enjoyment that he can 
have by owning a video set. We 
want him to get so attached to it 
that he will not want to let it go.” 
3. Installation of the set. 

Kirschmann’s_ service men_ have 
been specially schooled in selling. 
They take the selling ball over at 
this point and—in about 70 per cent 
of the cases—they run for a sales 
touchdown. 

The regular salesmen do not see 
the customer after he leaves the store 
following signing of the lease. But 
when the service expert goes out to 
install the set that Kirschmann’s cus- 
tomer has rented, he gets in the sell- 
ing spiel of how pleasant it is to own 
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QUIPMENT CO., Inc. 


1713 W. Carroll Ave., Chicago 12, Ill. 





a video set. He reserves the most in- 
tensive part of his spiel, however, for 
step four— 

4. When the lease is up. 

An initial phone call is put through 
to remind the customer that the serv- 
ice man will be up the next day to 
take the set back, and to suggest that 
the set can be kept. Terms are stress- 
ed here. Then the service man really 
puts in his selling licks. In his final 
interview, while tinkering with the 
set, .e points out that merely by plac- 
ing a small down payment at the 
store, the customer can keep the set 
and continue the enjoyment he has 
had for the past 15 days. 

“One thing that makes this plan 
click,” explains Mr. Gilbert, “is the 
younzer generation. If the customers 
have any children, our selling job is 
done for us. The small fry will see 
that Mama and Daddy keep that set!” 


How To Select And Train 
A Sales Force 


(Continued from page 61) 


other leading manufacturers and has 
proven to be perfect for the purpose, 
These forms can be procured in any 
locality, so I will not go into explain- 
ing them. They come with full in- 
structions on how to utilize them to 
your advantage. I might warn those 
who try them for the first time not to 
discredit the findings and conclusions, 


and substitute their own personal 
whims for those which are rather 
startling. 


The adaptability tests ferret out 
whether or not the applicant is, in psy- 
chological terminology, an introvert or 
an extrovert. An introvert, by the 
way, can never become a successful 
salesman. Willpower or determina- 
tion cannot overcome an_ inherent 
quality or cast of mind. 

The I.Q. test, for example, discloses 
whether the applicant has high enough 
rating to measure up to being a success- 
ful salesman, or whether he possesses 
too much native intelligence. 

Too, this test allows the sales man- 
ager to select a group all of whom are 
on one intellectual level. This can be 
best understood by sales managers who 
have suffered the discomfort of trying 
to gear a sales meeting that will ap- 
peal to a number of men on different 
intellectual levels. If he gets above 
some, they cannot comprehend. On 
the other hand if his words and 
thoughts are below another’s, they 
will squirm or try to avoid the meet- 
ings. This causes dissention among 
the men, and there is no common 
meeting place. Cliques flourish and 


you have one group feeling superior to 
the other—an unhealthy situation. 

Aside from the above, it must be 
taken into consideration that the suc- 
cessful salesman will have to contact 
and converse with people on rather a 
high intellectual level today. Gone 
are the days when an immature sales- 
man can find enough people on his 
own intellectual level to sell. Appli- 
ance selling does, but definitely, re- 
quire a higher type salesman today 
than just a few years ago, a factor that 
isn’t understood and appreciated as 
fully as it should be. 

I never take it upon myself to add 
any more than two new applicants at 
one time. And after picking the two, 
I shall not introduce another two un- 
til after a lapse of 30 days. A sales 
organization cannot absorb more than 
two new men at a time, I’ve found, 
and do justice to both parties. 

We start the two new applicants off 
on a 90-day trial period. They are 
given a drawing account against com- 
missions they will earn. During the 
first week, they are given manufactur- 
er’s literature to study: ‘They must be- 
come fully conversant with all phases 
of the merchandise they are going to 
sell. The second week they are as- 
signed to the floor where they mingle 
with the older sales people and absorb 
their techniques. 

In the meanwhile they will have at- 
tended our regular sales meetings. 
Also they will have attended the manu- 
facturer’s meetings where factory rep- 
resentatives teach them the merits of 
the merchandise. Visual education— 
the use of films—we have found the 
most interesting and the most instruc- 
tive. These meetings are apart and 
distinct from our sales meetings. 

It must be remembered that to in- 
terest the average buyer today, the 
salesmen must know their product, for 
the customer does. They study the 
advertisements in national publica- 
tions AND THEY KNOW. If 
the salesman doesn’t know more than 
the customer, he cannot stay on top 











SIDE LINE SALESMEN 
WANTED 


New improved practical Bed Lamp. 
Individually prepackaged. Advertis- 
ing mat and display board free with 
initial order. Market in electrical, 
furniture, hardware, stationery, gift 
and department stores. Has had 
100% acceptance at recent lamp 
shows. Straight commission. Write 
Advertising Manager, William F. B. 
Johnson, Inc., 3412 “J” St., Phila. 
34, Pa. 
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ally. 

There seems to be a popular miscon- 
ception afloat regarding the belief that 
if enough sales people tlood the streets 
and ring enough door bells, sufficient 
sales will ensue. ‘This is a fallacy. 
Each and every sales manager should 
do his utmost to combat this practice. 
For it has placed the appliance sales- 
man in a category whereby he is re- 
garded as a nuisance factor by many 
prospects. Few people have a distaste 
foi being sold, but they resent being 
annoyed. Men who know their mer- 
chandise can impart their knowledge 
to welcome ears. 

After the week spent in absorbing 
information about the products. the 
men are assigned to the floor. But not 
to sell. They watch and listen to the 
older salesmen to see how easy and 
natural an approach can be made. 

The question might arise here as to 
just what the salesman learns to say to 
the prospect. No one can put words 
in another’s mouth. Our men are not 
taught to recite nor resort to word 
trickery. Each salesman is an indi- 
vidual and he should be allowed to 
exercise his individuality inasmuch as 


of the sale, and is beaten psychologic- 


it is a natural birthright. 

When the salesman has the infor- 
mation at his tongue’s tip, the words 
roll off without effort or affectedness. 
It’s his sincerity, his tone of voice, 
his choice of words to express him- 
self naturally, plus his general bearing 
predicted on the self confidence that 
he knows what he is talking about 
that impresses the listener and instills 
confidence on her part. The sale 
comes automatically. 

As I have always said, 
gets success.” 

New men thrown into contact 
with successful men on their own in- 
tellectual level must result in harmon- 
ious contacts. The new men draw in- 
spiration from their fellow workers. . . 
and strive to emulate their success sub- 
consciously. The desire to succeed 
must be in the salesman’s head, not 
the sales manager’s wish or demand. 

It has been said, and I agree, that 
a salesman can sell anything. And we 
start our new men out with the idea 
they are to sell the complete line of 
appliances. But in spite of this, the 
records show that within six months 
the men have picked out one or two 
items to specialize in. We do not 


“Success be- 


































discourage this nor even make mention 
of this fact. The men have adjusted 
themselves to what they like best. with- 
out suggestion or interference from 
me. As long as they are happy and 
making money that is all that is nec- 
essary so we think. 

With 34 years of selling experience 
behind me in the appliance business, 
I can truthfully say that this is becom- 
ing a more and more stabilized busi 
ness year by year. It has outgrown its 
spasm-growing and normalized itself 
where "jndividen! initiative and apti- 
tude are the determining factors. 

Hence picking the right men for the 
jeb will become more important in the 
future than ever before. That I be 
lieve is the keynote to the success of 
the retail appliance business today and 
tomorrow. 


Analyzing a 
Thorough Sales Plan 
(Continued from page 59) 


A file contains all the salesmen’s 
prospect cards. Salesmen are given 
30 days in which to complete a sale. 
If, at the end of this period, the pros 































AIRF L 


AUTOMATIC 


CEILING SHUTTER 
FOR ATTIC FAN 


Built so they can be installed practically 
flush with the ceiling, AIRFLO Ceiling Shutters 
inished ye pa Their 

is with any dec- 
oration, eliminating need for paintin 


present a refined, 
natural aluminum color blen 


grille or winter cover is required. 


long. No operating mechanism shows. 
in fusible link. Meets fire underwriters re- 


quirements. 


WRITE FOR NEW CATALOG 43-B 
Illustrations and details of the complete AIR- 


FLO line. 


Air Conpitionnc Propucts Co. 


DETROIT 16, MICH. 


2340 W. LAFAYETTE BLVD. - 
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and no 
rnished 
in 5 different widths, single panel up % 7 
uilt- 


priced right. 








@ There’s a Hy-Duty prop- 
erly sized for hundreds of 
jobs where large volume, 
low velocity and quiet are 
demanded—double inlet or 
single—top or bottom mo- 
tor mounting—all discharge 
positions—200 c.f.m. to 
15,000—heavily constructed 
—looks and finish to stack 
up with the best jobs and 


A new, high pow- 
ered, quiet, direct 
driven, single inlet 
Hy-Duty blower with 
a wheel 5” diameter, 


3” wide. Immediate @ SEND FOR 
delivery, attractive LITERATURE AND 
price, suitable for a ENGINEERING 
multitude of small air 

INFORMATION 


handling jobs. 
BLOWERS ~- ATTIC FANS - EXHAUST - PORTABLE OR WINDOW FANS 

















SCHWITZER-CUMMINS COMPANY 


VENTILATING DIVISION 


Fine Blowers and Pane for over SO Years 


* INDIANAPOLIS 7, INDIANA 













You simply bring pipes 


see how easy it is 


JOHN WOOD 


table top 


Push heater against wall 
(pipe recesses are provided) and 
connect pipes to heater tank. 

















up to table height. 


to install the 


0 


water heaters 


a 











Slide table top into position and 
secure. That's all there is to it! 








This brand new John Wood Table Top Model* is the EASIEST TO INSTALL Water 
Heater—bar none! There's no stretch, no stoop, no squirm to this installation. Not 
only is the installation job reduced to three simple steps, temperature adjustment 
and servicing are faster, easier because John Wood has located all controls, elec- 
trical connections and even the drain valve behind a removable front panel. And 
more, these sensational new heaters retain all the features of the standard upright 
models that have added to John Wood's 82 year reputation for quality—the 
patented process Electric Weld tank, snap-action thermostat, efficient heating 

! ts, gnesi anode, gi ing white finish and warranty plans providing 
up to 10 years protection ... plus anti-siphon cold water inlet with diffuser 
baffle. So put an end to your table-top-troubles now . . . choose, sell and install 
the new John Wood. Write for complete information. JOHN WOOD MANU- 
FACTURING COMPANY, INC., Conshohocken, Pa., Chicago 9, Illl., Toronto, Canada 


) woop 














QUALITY-BUILT WATER HEATERS FOR 48 YEARS 
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Adam Electric Co., Frank 14 
Advertising Council * 
Air Conditioning Products Co. $3 
Air Controls, Inc. 75 
Air Cooling Engr. Co. a 
Air Equipment Co. 82 
Albany, City of 51 
All-Steel Equip., Inc. * 
American Coolair Corp. 15 
American Steel & Wire Co. * 
Anaconda Wire & Cable Co., 
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Associated Business Papers * 
Atlantic Conduit Fittings Co. 50 
Atlantic Steel Co. 48 
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Automatic Electric Heater Co. * 
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General Electric Co., 
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General 
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(Home Appliances) 


General Inc., 
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Helwig Company ¥ 51 
Hubbard & Co. 41 
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pect has not been sold, other sales- 
men are given a crack at them, or the 
original salesman can get a renewal 
of 30 days. 

After an appliance has been sold, 
the salesman is required to call back 
within 24 hours after the sale has 
been made to instruct the customex 
on the proper use, providing he was 
not able to go out on the truck to 
actually see the appliance installed. 
These visits also allow salesmen to 
ascertain what other appliances each 
home needs, assuring himself of an- 
other good repeat prospect. 

Often Mr. Zeigler or Mrs. Miller, 
who also acts as home economist for 
the company, follow up and demon- 
strate appliances, especially ironers, 
which require a good deal of practice 
to operate skilfully. 


Compzrrative Policies 


Io spur on the competitive angle, 
a blackboard lists each salesman, his 
over-all quota for the month, and run 
ning total for the month. If one 
salesman has a blank by his name, 
and another has sold far over his 
quota, then there is no argument 
about whether it can be done or not. 
for one salesman has proved that it 


can. Figures speak for themselves. 

There is also a chart which shows 
the salesman’s individual sales record 
for the year by the month with the 
monthly quota above each column. 
This chart is filled out after the previ- 
ous one has been completed. 


Master Sales Quota Chart 


The master sales quota chart gives 
the salesmen a bird’s eye view of the 
vearly and monthly situation regard- 
ing sales of individual appliances. At 
the top of the chart are listed in 
columns all the major appliances sold 
by the store, and across the left side 
are designated a yearly quota, monthly 
quota, monthly quota for store sales, 
salesman’s monthly quota, salesman’s 
vearly quota, store’s yearly quota, 
total salesmen’s vearly quota, and 
total for year from all sources. On 
the right of the chart is the individual 
quota for the salesmen for each 
month of the year. 

The store furnishes a file for the 
salesmen containing cards with col- 
ored tabs listing every appliance sold 
to every customer so that they can 
check on customers’ further needs. 
Yellow designates washers (also label- 
ed A & W for automatic or wringer): 


black, disposal; white, electric sink; 
green, water heater; blue, refrigera- 
tor; orange, freezer; red, range; pink, 
vacuum cleaner; and pale green, iron- 
er. This system was set up in 1947 
so that the salesmen could use their 
users. When things slack off a little 
more, they are expected to use these 
cards more frequently. 

Also used by each salesman is the 
Sell Control System, furnished by a 
manufacturer. Prospects are kept in 
a file in a box and are listed alpha 
betically and by the day of the month 
they were contacted. This enables 
them to locate prospects easily and 
quickly. 

Hood Electric further helps their 
salesmen by spending $1,000 monthly 
on advertising, mainly newspaper. 
Since the store is out of the main 
shopping district of the city, advertis- 
ing as well as window displays have 
to be more forceful. Mr. Zeigler 
claims the main problem is to get 
customers in the store to actually look 
at the appliances. Special promo- 
tions, such as dishwasher and ironer 
demonstrations invite and lure cus- 
tomers so the salesmen can turn on 
the works—and reach that flat 8 per 
cent mark! 





@--—-—e--—— e -— e—-—--— ee -- -@ 
CT/l PROPERLY TRAINED MEN 
“KNOW HOW’ 


PRACTICAL SHOP TRAINING 


HAVE THE 


in 


Service, Maintenance, Installation 
Write for Catalog ES5—Veterans ask about GI Training 


Manufacturers, distributors, ete., when you need 
TRAINED men contact CTI Placement Bureau. 


COMMERCIAL TRADES INSTITUTE 
200 South 20th St., Birmingham, Ala. — Phone.7-0555 


| Member: Southern Association of Private Trade Schools 
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EXHAUST 








past experience to 


WANTED FIELD REPRESENTATIVES 
FOR SOUTHERN STATES 


Sales background in Appliance and Radio field 
helpful but not essential. Pleasing personality 
with the ability to organize and plan the work. 
No high pressure selling, but sincere effort de- 
sired. Right man can earn excellent salary with 
fine future assured. Write full particulars of 


Agra. FANS 


- « « the Complete Line 


Standardize on Signal—the one source qualified to 
fill all your fan requirements. Signal offers you per- 
formance-proven fans of finest quality, at moderate 
prices. See your Signal Supplier or write for FREE 


PEDESTAL 





catalog today. 


NATIONAL APPLIANCE & RADIO 
DEALERS ASS’N 


Merchandise Mart, Room 1437, 
Chicago, Illinois 


Signa SIGNAL ELECTRIC MFG. CO. 











DEPT. G-1, MENOMINEE, MICHIGAN 
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GENERAL 
T-12 


HOME FLOOR MACHINE 


Riding the crest of a wave of buying, the 
extensively advertised General T-12 offers 
the biggest dollar profit in the field. 


No other floor machine made _ performs 
such a variety of household tasks with such 
ease and economy. Easy to operate, the 
General T-12 gives floors, furniture and 
woodwork a beautiful hand rubbed 
finish. Snap-on side handles replace 
long handle for polishing cars and 
furniture ... a powerful selling fea- 
ture EXCLUSIVE with the General 
T-12. 
LIST PRICE 


$79.50 


complete with 

2 waxing brushes 

2 polishing brushes 
2 lambs wool buffers 


° SCRUBS 

* WAXES 

* POLISHES 

° BUFFS 

* DRY CLEANS 
° REFINISHES 
* SANDS 


EXTRA 
ATTACHMENTS 


There’s EXTRA profit 
in extra attachments. 
Each time you sell a 
GENERAL you set up a 
CONTINUING _ source 
of profitabl2 attachment 
sales. 


NATIONALLY 
ADVERTISED 


Compelling consumer advertising, 
nationally in magazines and local- 
ly in newspapers pre-sells your 
best prospects. 


machine 
hangers, booklets and ad mats 
are supplied free to General 
dealers. See your supplier or 
write direct. 


Window displays, 


General’s nationally 
famous heavy-duty in- 
dustrial line of | “K’ 
models is also a profit 
potential for you. In- 
formation upon re- 
quest. 


GENERAL FLOORCRAFT, INC. 


333 Sixth Ave. New York, N. Y. 
86 
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THE “REGAL” —A FEATURE 
ITEM IN -Uominion’s 
ALL NEW LINE 


Here’s a waffle baker with real family appeal. Now, 
lusty appetites needn't be kept waiting from waffle to 
waffle because each baking serves four large, “king- 
size” portions. 


And it’s the kind of an item you like to sell -- it’s 
beautifully crafted, soundly constructed and contains 
every quality feature to make it a satisfaction to use. 
Accurate thermostatic dial control, conveniently located 
on top, is easy to read. Heavy aluminum grids insure 
even, golden-brown baking. Enclosed drip rings prevent 
batter from running over. Chrome-nickle elements guar- 
antee long service. Other selling attractions include 
signal-lite timing, cool-grip plastic handles, attractive 
plastic feet. 


Dominion’s complete line of appliances has un- 
matched customer appeal, the best operating features -- 
and are made to sell at retail prices that will guarantee 
volume sales. 


Makers of a full line of table appliances - Available 
through reputable distributors across the nation. 


SALES OFFICES: Atlanta: S. C. Stockdale, 688 Highland Ave. 
N. E.; Boston: Boudrot & Garside, 157 Federal St.; Chicago: 
Steinmetz & Kelly, 1422 Merchandise Mart; Cleveland: Maurice 
J. Lackritz, 304 Union Bldg., 1836 Euclid Ave.; Kansas City: 
(Mo.) Lou S. Gershon & Son, 504 Merchandise Mart, 2201 Grand 
Ave.; Miami: Jules J. Dreyfuss, 68 N. W. 7th St.; New York: 
Charles Martin Co., 200 Fifth Ave.; Norfolk: Goodman Bros., 
823 West 2Ist St.; Philadelphia: Louis M. Harmelin, 6661 
Wayne Ave.; Dallas: Todd Brothers, 7-D, Second Unit, Santa 
Fe Bldq.; Denver: Medill Sales Company, 2155 Blake St.; Los 
Angeles: Waisbren & Levinson, Chamber of Commerce Bldg. 


DOMINION ELECTRIC CORPORATION 
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New 


FULLY AUTOMATIC 
POP-UP TOASTER 


New 


TWIN WAFFLE 
IRON FULLY 
AUTOMATIC 


New. 


“GRID-O-MATIC” WAFFLE 
IRON AND GRILL WITH 
REVERSIBLE GRIDS 


New 


POPPER-CHEF 
CORN POPPER AND 
UTILITY COOKER 


Neve 
2-BURNER, 3-HEAT Seidl re 


TABLE STOVE WITH | 


EASY-TO-CLEAN | 
t 


BURNERS 


New 


SINGLE WAFFLE BAKER 
COMPLETELY AUTOMATIC 


New 


LIGHT-O-MATIC 
IRON WITH FINGERTIP 
HEAT CONTROL AND 
JEWEL INDICATOR 








° MANSFIELD, OHIO 
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30W28 TWO SPEED 
WINDOW FAN. 


Dimensions: 30” x 30” 

x 5%” deep. Free de- 
livery? ~946 — 2854 
CFM. ‘ist = Price 
$98.7. «s tax 


48” ATTIC — . 
BASEMENT EXHAUST 


Westinghouse or G. E. 

Motors. Available in 2 or 34 

HP. 8 speeds. Free Air Delivery: 
Vp HP: 12934 — 18526 CFM List $175.80" 
34 HP: 13506 — 19350 CFM List 204.85 














CEH. Ai Conditioning ‘fan Co., One. 


Phone CRescent 1711-2 1591-1621 DeKalb Ave.. J E. Atlanta 6, Georgia, U.S.A. 
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ncreasing 


_,. long life . 
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simpli 
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SQUARE D’s DESIGN LEADERSHIP 
atures which 


is reflected in important features: 
space --- simple contact 


il removal 3 a additional 
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rous wiring 
preference for 5 


_ easy CO 


Gene 


change -- 


Milwaukee 12, Wisconsin 


Write for BULLETIN 8536: 


4041 N. Richards Street, 


TITEL! COMPANY 


DETROIT 


Square D Company, 





Los ANGELES 





MILWAUKEE 


QUARE D COMPANY CANADA LTD., TORONTO * SQUARE D deM 





For rewiring that really pays its way in installation speed and savings on 
space—you just can’t beat General Electric Flamenol® Type TW 
building wires. 

The thermoplastic insulation on G-E Flamenol wires cuts clean, strips 
off easily. For quick installation, Flamenol wires are wax-coated, to slide 
easily through raceways. For speed on the job, Flamenol wires are light 
in weight—easy to handle. 

For more current in existing raceways, General Electric Flamenol wires 
make use of the maximum permissible conduit’ area. Small-diameter 
insulation lets you pull through more wires per raceway. 

Look to General Electric Flamenol wires for rewiring that really pays 
its way on the job. For more information, write to Section W31-824, 
Construction Materials Department, General Electric Company, Bridge- 


port 2, Connecticut, 


Flamenol 
Building Wire 


Because this thermoplastic was developed expressly 
as an electrical insulating material, G-E Flamenol 
building wires are made to last. Flamenol insula- 
tion will keep its smooth surface and maintain its 
high dielectric strength indefinitely. 

These wires also resist the effects of air, acids, 
alkalies. water, grease, and oil— will not support 
combustion. A variety of colors makes circuit 


tracing easy. 


... from the complete line of G-E wires and cables— 


Ban eae 


INDUSTRIAL 


Flamenol cable * Flamenol 
building wire * interlocked- 
armor cable * Coronol (8) and 
Versatol(k)-geoprene cables 
* varnished cambric cable * 
aerial cable * Deltabeston (k 
asbestos and varnished cam- 
bric cable * portable cable 
* boiler room wire * port- 
able cord * parkway cable. 


COMMERCIAL and 
INSTITUTIONAL 

Flamenol building wire 
leaded building wire * Port- 
able cords * Deltabeston 
power cable ® remote contro! 
system wire ° boiler room 
wire. 


RESIDENTIAL 


PVX(k) and BraidXik) non- 
metallic-sheathed cables °* 
BX(R) armored cable ® serv- 
ice entrance cable * remote 
control system wire. 


SPECIALIZED 
INDUSTRIES 


mine cables ® railway signal 
wire and line wire ® control 
cable * portable cord and 
cable * locomotive cables and 
cab cords. 


UTILITY 


solid paper-insulated cable * 
gas-filled cable * oil-filled 
cable * pipe cable ® var- 
nished cambric cable * Coro- 
nol- and Versatol-geoprene 
cables * aerial cable * Fia- 
meno! wire and cable ® as- 
bestos and varnished cam- 
bric cable * boiler room wire. 


GENERAL @@ ELECTRIC 


ELECTRICAL SOUTH for AUGUST, 1949 





